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THE MARKET 


The 1990's saw a gradual build up of foreign 
companies interested in investing in the Pilip- 
pines and the rising need of local businesses to 
take up a more aggressive stance in the market 
The influx of both foreign and local businessmen 
wanting to grab the benefits of the country’s 
“friendlier” market and the government's more 
liberal trade regulations created an imperative 
demand for a quick and more efficient delivery 
service. A delivery service which has the capa 
bility to keep up with the market's ever-shang: 
ing needs. 

‘The kind of responsive service that Aboitiz 
Express can deliver. Guaranteed. 


ACHIEVEMENTS 


It was 1992 when Aboitiz Express made its 
entry into the market. And ever since its first 
delivery the company has continually strived to 
keep ity standards high by streamlining and up- 
grading all aspects of is operations in order to 
provide the kind of service that the market and 
the changing times demand. With the market's 


faboitiz 


inust in the company’s growing reputation as a 
stable and reliable business partner, the 
‘company’s financial projections last year reached 
P630 million, a revenue growth of approximately 
20%, quite a remarkable feat considering that 
there was an economic crisis plaguing the Asian 
region at the time. 

In keeping to its commitment to provide 100% 
‘customer satistaction through guaranteed deliv- 
‘ery of mails, parcels and money within 24 hours, 
Aboitiz Express, has, in less than a decade, trans- 
formed its operations, corporate culture and im- 
age to emerge as one ofthe Philippines’ most dy 
namic courier service providers 

The company’s dedication to improve and 
develop innovative services to its clients are 
clearly marked by their various “first” milestones 
such as: first all-cargo liner; first to operate line 
freighter exclusively offering parcel services: first 
to promise overnight delivery; the first and only 


Airline to use E-mail nationwide, and the first to 
itroduce the “Track & Trace System™ 

But for all their achievements brought about 

by their vast resources and efficient distribution 

network, the one thing that Aboitiz Express is 

‘most proud of is the fact that they continue to 


offer premium services to all their customers at 
the lowest possible cost 


HISTORY 


Aboitiz Express traces its origins to Aboitiz 
& Company, Inc., one of the most enduring busi 
ress organizations in the Philippines. Since the 
early 19005, Aboitiz has evolved from a hemp 
exporter and general merchandise trader into a 
substantial contributor to national growth, 

“Today, itis a major force in the country’s bus! 
ress community with diversified investments in 
transportation, power generation and distribu 
tion, banking and financial services, real estate 
development and construction, manufacturing 
food production and industrial gases. 

Tt was during the 1980's that Aboitiz & Com- 
pany, Inc. moved into the field of air transporta- 
tion. Ina joint venture with A. Soriano Corpora 
tion, the Aboitiz Air Transport Corporation 
(AATC) was established on Dec. 29, 1987, The 
only trve “all-cargo” airline in the country, AATC 


otters door-to-door delivery of air cargo and chat 
tering as its principal services - the first of its kind 


in the country 


With its Geet of YS-11 
aircrafts, ATC began 
transporting light and 
heavy cargo to and from 
‘various points across the 
country. These efforts 
yielded success and forti- 
fied AATC’s position asa 


Express has expanded its 
retail networks where 
customers can avail of 
mail, parcel, money order 
and ticketing services 24 
hours a day. Its over 500 
outlets are strategically 
located nationwide in 
malls, high traffic areas, 
Cebuana Lhuillier pawn- 
shops and Super 24 con- 
venience stores. 


THE PRODUCT 


Aboitiz Express provides a full range of let- 
ter and parcel services all over the country. in- 
cluding rural and remote areas. It consists of 
QuikPac (mail), QuikBox (parcel), QuikCash, V- 
Cargo and aircraft maintenance service. 

Mail and documents are categorized accord- 
ing to size and charged an affordable amount for 
each service, QuikPac packages weighing about 
300 grams are categorized as small, while those 
weighing around 1-1/2to 3kilos are categorized 
as medium and large respectively 

In the cargo business, Aboitiz Express like- 
wise offers competitive rates. Cargoes come in 
bones and different sizes With the QuikBox, small 
cargoes are those that weigh not more than five 
kilos, Medium ones are double the weight of 
small bones while the large ones are cargoes that 
weigh about 20 kilos. 

‘Through Aboitiz Express’ 24-hour Midnight 
Express delivery, cargoes are received during the 
day and flown in the evening to reach their des- 
tinations in the early hours of the following morn- 
ing, As early as 3to 4am., items are being segre- 
‘gated in their branches to be distributed by 8am. 

Satisfied clients have made Aboitiz Express’ 
QuikPac, QuikBox and QuikCash synonymous 
toreliable forwarding services. Sea travelers also 
began booking their tickets at Aboitiz Express 
when the company expanded its services to in- 
clude ship-passage ticketing for the country's 
premier shipping companies, WG&A SuperFerry 
and SuperCat. It is the only ticketing network 
chain that uses an on-line nationwide booking 
system. 


RECENT DEVELOPMENTS 


To keep up with the influx of technology- 
driven demands of both the business and private 
sectors, the operations of Aboitiz Express has 
changed significantly over recent years with a 
new range of postalrelated products and elec- 
tronically-accessed financial services. 

111996, Aboitiz Express underwent a systems 
reengineering in order to centralize its operations 


for easier monitoring and to create a more effec- 
tive distribution network. The result of this ef- 
fort: QuikAir - an on-line booking system with 
‘automatic dispatch system, track k trace features, 
as well as an up-to-date accounting system. 

To further support their effort to keep all their 
transactions easy and hassle-free, Aboitiz Trans- 
port & Consumer Group created the Super Sup- 
port Center in 1998. This intemal network cen- 
{er makes sure that all their department systems, 
from Finance to Human Resources to IT and 
Quality Development Programs, work in synergy 
With one another 

‘And in January 1999, Aboitiz Express started 
its JIT Gust In Time) distribution services in or- 
der to help create a more efficient system of dis- 
tribution by eliminating the so-called “middle 
men” Some of the companies benefitting from 
this innovative service are : Metro Drug, 
Diethelm and W. Brown, among others. 

Courier handling in Abuitiz Express marked 
another milestone when it established linkages 
here and abroad via E-mail. Commercial clients 
can now build up communications and dosely 
‘monitor the development of deliveries by their 
access to the operation's headquarters. The com- 
Puter system quickly and conveniently provides 
answers to the client’s inquiry on the status of 
their cargoes, traces their deliveries and if the 
cargoes were received safely. 

Installing monitoring systems atthe opera- 
tions areas makes up the company’s added as- 
surance that valuables and documents are in their 
proper place and order 


PROMOTION 


Product based and service-oriented, the ad- 
vertising and promotional efforts of Aboitiz Ex- 
press have always been reflective of their sensi- 
tivity to the needs of their market. This strategy, 
based as it is on consumer habits, has resulted in 
high awareness of the broad products and ser- 
vices that Aboitiz Express offers. 

Their marketing and communication for- 
mula? Take a 24-hour guaranteed delivery ser- 
‘vice and combine it with very affordable prod- 
ucts. Show it to the market and tag it with the 
Aboitiz Express logo. And off it oes. 


‘What you soe is basically what you get 
Quick, uncomplicated solutions 1o its clients’ 
needs, 
This is how Aboitiz Express sees itself and 
this is how we show ourselves to the public. 


BRAND VALUES 


Already one of the Philippines mast widely 
recognized brands, the Aboitiz Express logo 
Hehh the compar’ role inthe country 3 
‘economic growth. The diamond-shaped logo i 
Indicative of the broad services, straight-forward 
[professionalism and customer care provided by 
the Aboitiz Transport & Consumer Group to its 
dents and business partners. The Quik prod- 
uct logos, on the other hand, are slightly slanted 
to the right suggesting fast movement and dy- 
namic growth. 
In their entirety the Aboitiz express logos 
aptly sum up the company’s professionalism, ag- 
gressiveness and open approach to business as 
well as its innovative ability to meet the diverse 
demands of all its customers, 


Things you didn’t know 
about ABOITIZ EXPRESS 


B 


ALASKA MILK CORPORATION 


THE MARKET 


Iisa well-known fact that milk is not typi- 
«ally found at the top of the list in the average 
Filipino diet, This was the challenge faced by 
‘Alaska Milk Corporation almost thirty years ago. 
When it commenced. Infact through 
the economie crises of the 197s the challenge 
‘could not have been tougher, as the costs of even 
the most basic commodities became quite pro- 
hibitive to many Filipinos. In the face of a daily 
per capita milk consumption that was below even 
prescribed recommendations, the challenge was. 
to Alaska, an opportunity not only to tum a profit 
and expand its market, but more importantly to 
raise the level of milk awareness and consump- 
tion in a country that especially needed all its 
health benefits, 

‘Thus, the first Alaska milk wasa, that 
was custo tobe both affordable and 
nutritionally, sufficient. By substituting anhy- 
drous butterfats with indigenous vegetable oils. 
Alaska had created a new way to bring nutrition 
to the people, at a more affordable cost 

‘While milk consumption today still falls be- 
low government recommendations, many in- 
roads have been made toward increasing the Fili- 
pinos’ awareness of the health benefits of milk- 
Through the years, Alaska has been an active part 
of the drive to promote the regular consumption 
‘of milk as the primary form of nutrition for chil- 
dren and young adults. There are indications that 
the Philippine milk market has greater potential 
for continued growth. Al through its growth and 
development, Alaska has maintained a dominant 
position in the liquid canned (evaporated and 
condensed) milk category and enjoyed a grow- 
ing position in the powdered milk category 


ACHIEVEMENTS 
Since itsbirth in 1972, Alaska has always been 


responsive to the changing face and tastes of the 
market. Having first emerged as a brand with 


‘Sweetened Condensed Filled Milk and Chocolate 
‘Sweetened Condensed Filled Milk it took merely 
a year for it to achieve brand leadership, even: 
before it started extensive advertising and pro- 
motions. 

Through the years that followed, Alaska 
slowly evolved and widened its product lineup 
to accommodate the widening usage for milk. In 
1982, it found a new form, as Alaska Powdered 
Filled Milk. By the early 1997s, having doubled 
its powdered milk production capacity, it was 
‘lear that it had found an exciting new market 
By this time, too sales of Alaska liquid mill: had 
‘exceeded record sales and continued to enjoy 
market leaderstup. 

But the new markets tobe found everywhere, 
as seen in the constant shifting and specializing 
that marked the industry's growth through the 
years. Alaska saw the legitimized usage of liq- 
uid milk as a cooking ingredient, tothe need for 
a more convenient and affordable 

package in the late 1980's. it also saw the need 
fora new way to drink and think about milk, in 
the form of ready-to-drink, UHT products. Thus, 
‘Alaska Fresh, Alaska Slim and Alaska Choco were 
introduced. each seeking to serve a different mar- 


ket segment. 
Alaska’s prodigious ability to sustain a strong 
position in the Philippine market. despite tough. 
well-leveraged competition from some of the 
world’s most popular milk brands attests to heen 
insight and foresight, not to mention an indel- 
ible commitment to product quality and its con- 
‘sumers. Indeed, it is no exaggeration to say that 
‘Alaska has had a major hand in changing the face 
~and taste ~of the Philippine milk industry. 


HISTORY 


But while having been able to change the lo- 
cal milk industry. Alaska has always seen the im- 
portance of being responsive toa changing mar- 
ket. From the first appearance of Alaska Evapo- 
‘ated and Condensed Filled Milk on supermar- 


thre varians, Alaska Evaporated Filled Milk, P 
ae 


“u 


ket shelves in 1973, Alaska’s history has been 
marked by constant change, evolution and ex- 
pansion characteristics dat have not changed. 
even as it continues to grow. 

The first Alaska Milk Products were manu- 
factured by Holland Milk Products, Inc. a part- 
‘nership between Mr. Wilfred Uytengsu and Hol- 
land Canned Milk Intemational B.V. (Campina 
Melkunie), the langest diary cooperative in the 
Netherlands. The decision to manufacture milk 
in the domestic market was inspired by the suc- 
ess of Alaska as brand dur- 
ing the 1960's. Prior to this, the Alaska brand of 
liquid milk was imported into the country by five 
Jocal distributors as a full creams product from 


uting its recombining facilites, which were ther 
known as Marikina Dairy Corporation, 

In 1976, Alaska was the first brand to utilize 
UHT (Ultra-High Temperature) aseptic packag- 
ing, by introducing a ready-to-drink, chocolate 
version of Alaska Milk. The year 1982 saw the 
‘expansion of the brand into the powdered milk 
category, having acquired spray-drying facilities 
for its manufacturing plant. This year also saw 
‘the introduction of Alaska liquid milk as an in- 
gradient in tood preparations ranging from des- 
‘Ser to soups to main courses, 

By 1994, as a sign of an ever-growing post- 
tion in an ever-growing market, Alaska needed 
to increase its production capacity by 150%. It 
had also emerged as a brand with a corporate 
‘entity all its own. As the Alaska brand name 
continued to enjoy nationwide recognition, the 
‘Alaska Milk Corporation was formally incorpo- 
rated, and shortly, afterward, in 1995, was listed 
‘nthe Philippine Stock Exchange. 

Still apari from nurturing its line of products 
and constantly applying new technology and 
consumer insight 10 a new product development 
and marketing. Alaska has welcomed new chal- 
lenges and opportunities. Recently, AMC took 
‘over its own distributorship and expanded into 
agreements with internationally-recognized con- 
sumer food companies Nabisco and Quaker Oats- 
‘This has allowed Alaska Milk to synergize with 
the Quaker Orts brand of oatmeal and Nabisco 
products like Chips Ahoy! Ritz and Oreo ~ pet- 
fect table partners for Alaska, especially to the 
‘new generation of milk drinkers. 

‘Over the last twenty years, Alaska has 
‘emerged as one of only two major players inthe 
Philippine milk industry. Since 1973, it has con- 
‘sstently maintained brand leadership in the liq 
uid canned milk category, and held an evergrow- 
ing position inthe powdered milk. Still 
and all, it has continued to be a brand that has 
listened to its consumers’ changing needs - one 
that has always heeded the call, and risen to the 
‘occasion. 


THE PRODUCT 


Alaska Milk first emerged 
as three product variants with 
‘one unique quality. By substi- 
tuting indigenous blended 
vegetable oils for butterfat, 
Alaska Evaporated Filled Milk, 
‘Alaska Condensed Filled Milk 
and Alaska Chocolate Con- 
densed Filled Milk were well- 
poised to take advantage of the 
severe economic crises of the 
1970's and answer a growing 
need for nutrition. With a ris- 
ing population and the shrink- 
ing power of money, what the 
Filipino market needed was exactly that - a prod- 
uct that provided good nutrition at an affordable 
price. This development is widely considered to 
have made all the difference in Alaska’s contin- 
ued market dominance since 1973. 

‘Alaska Powdered Filled Milk was later intro- 
duced, in response to the market's shifting pref- 
ference toward powdered milk, for the conve- 
rience and higher economic benefits it 
offered. Milk in powdered form was a. 
highly suitable product in a country 
known for its extremely hot climate, nu- 
merous islands, and where refrigeration 
remains an option in some areas. 

Today, to many Filipinos, Alaska is 
synonymous to milk, The Alaska brand 
participates in all three major categories 
Ín the local milk market, The liquid 
canned milk market is dominated jointly 
by Alaska Evaporated Filled Milk and 
Alaska Condensed Filled Milk. Alaska 
Powdered Filled Milk enjoys a growing 
share in the powdered milk market, and 
three Alaska products, namely Alaska Fresh, 
Alaska Slim and Alaska Choco, sit comfortably 
in the UHT/Ready-to-Drink category. These 
newer products are a reflection of rising per capita 
Incomes and a changing Filipino lifestyle that calls 
for greatest convenience and product specializa 
tion. 


PROMOTION 


The Alaska brand 
and all its associations 
have become bywords of 
the Filipino household. 
To this day, Alaska is 
well-known for a TV 
commercial featuring lo- 
cal basketball great Cisco 
Oliver and the "Alaska 
boy” -~ the epitome of 


. youthful en- 
a ergy, shining 
pets health and a 
fe wholesome, 


positive out- 
look that 
quickly and 
easily iden- 
niy the 
Alaska im- 
age to this 
very day. 
With the 
catch phrase 


“Galing mo, man!” ("You're 


great, man!”), the professional 
basketball player compliments 
the young boy's strength and 
skill at playing the game, which 
1s celebrated shortly afterward 
with a glass of Alaska milk. This 
television ad helped 
secure Alaska’s kad- 
ership position in the 
marhet and created an 
indelible image of the 
‘Alaska boy for Pilipi- 
nos everywhere. 
Times have certainly 
changed since 1976, 
and Alaska’s TV ads have accordingly 
adapted to the changing environment. 
However, the message clearly remains 
the same, in taste, health, health - and 
spirit. The same musical stinger is 
played on the radio, and audiences to 
this day playfully pick up on the same tune. Print 
ads have also evolved to include a Milk Mous- 
tache campaign, strategically placed in broad- 
sheets and 
magazines. 
Strategie mer 
chandizing 
and promo- 
tion in grocer- 
kets and con- 
venience 
stores comple- 
ment the 
brand efforts 
done through 
the media. 

In its came 
paign tor health and nutrition, Almka has fielded 
Celebrity endoners and famous personalites in 
the fields of sports, the arts and entertainment 
As bearer of the Alaska brand, the endorsers must 
reflect a clean and healthy lifestyle in both their 
public and private lives 

The unique mix of health, nutrition and 
sports has always defined and com- 
pleted Alaska's message most power- 
fully - a message that speaks directly to 
today’s energetic, idealistic youth. This 
was one of the motivations for acquir: 
{ng a franchise in the Philippine Basket 
ball Association (PBA), the premiere pro- 
fessional basketball league. In 1986, the 
‘Alaska Professional Basketball Team was 
formed. The wide coverage and popu- 
larity of basketball in the Philippines 
makes the PBA a highly cost-effective 
venue for promoting Alaska and herald- 
ing its message. The Alaska Team has 
since merged as one of the most winning 

teams in the history of PBA. Asa consistent win- 
ner and the 1996 Grand Slam title-holder, the 
team has earned itself the name “The Team of the 
90's". In 1988 the team won the country’s Cen- 
tennial Cup, Alaska Team members also formed 
a substantial part of the Philippine National Bas- 
ketball Team that won the bronze medal in the 
1998 Asian Games 

‘Simultaneously, Alaska recognizes its role in 
grass-roots sports development. In 1993, the com- 
pany launched Power Camp, a Sports Develop- 


ment Program for the youth, with Alaska Profes- 
sional Basketball players and coaching staff shar- 
ing techniques and principles of the sport. The 


success of the programs saw Power Camp's ex- 
pansion to other eam sports, namely volleyball 
and football. Today, Power Camp hosts over 
3.000 children a year, culminating in Alaska-spon- 
sored tournaments in all three fields 
‘The chronic nutrition problem among chil- 
dren in the Philippines has called Alaska to rec- 
ognize its so 
cial responsi- 
bility to the 
community. 
In coopera- 
tion with the 
Dep: 
of Education, 
Alaska pa 
ticipates in a 
school milk- 
feeding pro- 
ram that en- 
deavors 
generate 
awareness and educate children on the impor- 
tance of milk. tn this way, Alaska milk is pro- 
vided Iree to children in selected public schools 
cross the country 
Altogether, these traditional and non-tradh 
tional advertising and promotion form a power- 
ful and cohesive medium for the Alaska brand 
to grow in awareness and resonance across the 
country. and across history 


BRAND VALUES 


tment 


to 


“Sa sustomsiya't lasa, wala pa ring tatalo sa 
Alasta” Nothing beats Alaska in taste and nutri- 
tion. High quality nutrition and uncorpromis- 
ing taste, at an affordable, competitive price make 
for one of the most memorable and longest-run- 
ning advertising lines in Philippine advertising 
history. These elements, consistently maintained 
for over twenty-seven years, have catapulted 
Alaska into one of the two biggest players in the 
Philippine Milk Industry today. Product Qual- 
ity and nutrition have always been elemental in 
playing the foundation of consumers’ trust and 
confidence inthe product. But also instrumental 
fare the relentless brand-building efforts that 
Alaska pioneered in and continuously maintains 
to ensure top-of-mind recall and category 
strength forthe brand 


Things you didn’t know 


about ALASKA 


O The Alaska jingle (wate pa ring tatalo sa 
Alaska) was composed by Mr Jose Mari 
‘Chan The Alaska ingle s now included ina 
CII which Mr. Jome Mari Chan prodana hirn- 
SN slong with other popular ingles he corn- 
poet. 


© The Aina boy featured inthe TY commer- 
ale produced aired in the 1970s was Me 
Michel Randall Uytengau. Heis the younger 
brother of MeWilfred Steven Uytengau fr 
carrot the President and COO of Alaska 
“Milk Corporation. 


O The ALASKA rand weas int orally n> 
facture by Holland Milk Pods, the pre- 
| esr of Alaska Mik Corporation. 
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THE MARKET 


To millions the world over, American Express 
means plastic money. Although many other 6: 
nancial institutions issue credit carts, American 
Express undoubtedly boasts the most prestigious 
brand. 

Today, plastic money - both credit cards and 
charge cards - are fast replacing hard cash as more 
and more consumers around the world recognize 
the convenience of carrying a cand rather than 
large amounts of cash. Today, around 42.7 mil- 
lion cards are in circulation word-wide 

American Express, the original charge card. 
now provides a full range of products and finan- 
cial services to its customers in the Philippines 
and around the world - ranging from its credit 


‘ards to travellers checks, financial planning and 


investment advice 
ACHIEVEMENTS: 


Since its launch almost 150 years ago, Ameri 
can Express has developed a world-wide finan 
ial system. And, as the world’s largest travel 
‘company, it has made international ra 

‘American Express is a truly global brand The 
classic green American Express Card was first 
launched in 1958 and is the most widely recog: 
nized charge card in the world. There are cur 
rently over 42.7 million cards in use. Over $300 
billion is spent every year using American Ex 
press Cards 

‘As well as dealing with members, American 
Express also has a high number of corporate cus- 


with the American 
Express card 


tomers. It currently provides a service to 89 of 
Fortune magazine's Fortune 100 companies 

The company offers a wide range of addi- 
tional benefits to its members. These include a 
travel hot line and purchase protection - where 
purchases made using the card are insured 
against theft or damage for 90 days. American 
Express Membership Rewards brand loyalty pro- 
gram, which was launched in 1991, operates in 
over 27 countries and over five million members 
have signed up. To deal with such a lange nu 

n Express has estab- 

lished a truly global presence and now employs 
71,000 people around the world. 


HISTORY 


ber of customers, Ameri 


American Express began lite as an express 
freight company with links through founder 
Henry Well with Wells Fargo and the Pony Ex 
press. The company was established in 1850 with 
the merger of Wells de Co, and fellow express car- 
riers, Livingstone and Fargo and Butterfield 
Wasson & Co. Its origins therefore, date back to 
the opening up of the American Wild West and 
Its business was driven by the need for safe and 


speedy transportation of goods, valuables, bul- 
bon and bank remittances. American Expres first 
operated under the slogan, “Safety & Dispatch’ 
accompanied by a bull-dog logo. 

During the American Civil War, in the 1860's, 
American Express transported vital supplies to 


Union army depots and undertook the high risk 
task of delivering election ballots to troops inthe 
field. In 1882, it first began to underwrite money 
orders because this was far safer than shipping 
cash This type of transaction became increasingly 
‘common practice from the mid-1880's onwards 

In 1886, American Express established rela 
tionships with banks across Europe - particularly 
in Ireland and Italy - to allow immigrants in the 
US to transfer money to their families back home 
The company then began setting up offices and 
agents in Europe to collect accounts, sell consign- 
ments and deliver goods for merchants. It also 
started to pay money by telegraph, and to sell 
small drafts or money orders which could be 
cashed at 15,000 locations 

In 1891, American Express introduced the 
American Express Travellers Checks - the first of 
its kind - which guaranteed that dollar checks 
could be converted into a variety of currencies 
It was automatically refunded if lost or stolen 
American Expres freight offices in England, Ger- 
many and France also began selling the tickets 
for railroads and trans-Atlantic ships and offered 
travel information and itineraries 

The company’s move into Europe started 
with American Express paying a British firm, 
Meadows and Co. to set up a one man office at 
the Liverpool Docks. Before long, American Ex 


press had a growing portfolio of European agents 
providing services such as collecting accounts 
Selling consignments, purchasing goods for pa- 
trons, delivering goods to merchants and trans- 
ferring money on Telegraphic Oner between cit- 
ies often thousands of miles apart. 

One of the company’s most famous offices 
was set up in 1900 a 1, Rue Scribe, Paris, France. 
This became a focal point for many tourists trav- 
eling in Europe. At the outbreak of the First 
World War, American Express European offices 
helped 150,000 American tourists who were 
trapped in Europe to get home safely. At the Paris 
branch, people queued six deep to get funds. In 
the areas worst affected by war, locals traded in 
‘American Express checks rather than their own 
currency, 

‘Alter the war, American Express expanded 
its travel organization and extended is interna- 
tional financial operations to Latin America, Eu- 
rope and the Far East. This side of the business 
grew rapidly after the Second World War, too, 
with the expansion of the international tourism 
business, 

The famous green American Express charge 
card was first launched in 1958 and proved an 


immediate success, The card conferred an imme- 
diate status on its holders -a mark of exclusivity 
that continues today. The company moved into 
the corporate credit card market in 1970, Since 
then it has broadened its financial and travel ner 
vices, 


THE PRODUCT 


in Express Company operates in 
travel, finance and communica- 
tion. The company’s main businesses are Ameri- 
can Express Financial Advisors, American Ex- 
press Bank and American Express Travel Related 
Services 
‘American Express Financial Advisors offer 
financial planning and investment advisory ser 
ices to businessmen in the US. The banking di- 
vision has three parts - correspondent commer 
cial and private banking and consumer financial 
‘American Express Travel Related Services is 
by far the largest of the three, generating around 


half of American Express profits. It operates 
‘American Express Card products as well as a 
world-wide network of American Express Travel 
service and Representative Offices. 

Although most famous for its charge card 
Which has no pre-set spending limit and is avail- 
able in green, gold and platinum designs - Ameri- 
can Express offers a broad range of products in- 
cluding credit cards, insurance and travellers 
checks. Both credit and charge card members can 
benefit from the award-winning American Ex 
press Membership Reward Scheme. 

The company has boosted its share of the US 
card market over the past ten years by offering 
plastic in a variety of forms, including travel and 


entertainment, 
credit and affin- 
ity and airline 
tie-ins. Today, 


American Ex- 
press offers 35 
different 
sumer and busi- 
ness canis, many 
of them 


branded with 
other companies 
It has also grown 
sales by increas- 
ing the number 
of places the card 
can be used. 
American Ex 
press proudly 
claims consum- 
ers can use the 
nds at 92% of the places where they want to 
shop. 


RECENT DEVELOPMENTS 


Throughout the nineties, American Exprest 
has continued to lead the market, offering con- 
sumers innovative products designe to suit their 
individual needs. Building on the success of it 
charge cards, American Express now also leads 
the credit card sector with its green and gold 

cards Anew American Express Blue Card, 
targeting a younger market, has been introduced 
in the UK, Taiwan, Australia, Germany, Canada 
and Brazil and is set for further success as it is 
introduced across the globe. 

‘American Express continues to build its pres 
ence as a global player by forming partnerships 
‘with a host of issuers including major barks in 
over 19 countries 

‘American Express is the world's largest busi 
ness travel agent following the acquisition of 
Thomas Cook in 1993. In the same year, it was 
awarded the US. Federal Government contract 
for travel and transportation payment - the big 
{gest corporate account In the world. Under the 
deal around 900,000 employees became Ameri- 
can Express Card members. 

The company also focused on developing 
more personal relationship with its customers as 
it has introduced an easier-to-read format for 
monthly bills providing more comprehensive 
information on their expenditure 


PROMOTION 


The Blue Box American Express corporate 
Jogo made its debut in 1974 and has since gone 
on to become one of the world’s most familiar 
brands 

‘American Express has always keenly sup- 
potted its quality service and products with ef- 
fective advertising which has produced ane of 
the world's most famous and universally recog 
nized slogans” Don’t leave home without it 

Many TV campaigns have become famous, 
and featured celebrities. Campaigns focus on the 
benefits of owning an American Express Card 
above any other Sticky situations are unstuck by 
brandishing an American Express Card or Trav 
ellers Checks. The many perks and privileges af- 
forded by American Express Card membership 
were underscored in the 1987 “Membership has 
its privileges” campaign and the subsequent Por- 
traits campaign, which highlighted the classy im- 


age of the American Express brand, 


addition 
to the wide range of globally available services 
as it could. provide. Testimonies from famous 
people further accentuated the prestige of the 


‘American Express brand 


BRAND VALUES 


‘American Express guarantees an efficient, 
quality and reliable service at all times. It is a glo 
bal brand, which maintains a prestigious appe 
throughout the world. American Express strives 
to deliver personal relev ance to its card-members 
by constantly developing products and services 
to meet individual needs. 


‘ng France the pilot ass the pene it 
anyone had $2000 1o pay for Marseilles 
Arpon landing tee, Following a stunned 
‘sere, one the passengers to pay 
wit hb can. 


O Four prope svene saved fom a certain graly 
ath aber surviving a plane crash which 
iett Mem citing in shark-iniested waters 
Ser dB how, One brighi spart camo up with 
he iden of flashing an American Express 
eard libe a mirror to attract a coastguard 
plane. Sure enough, the coastguard plane 
spotted them and came to he cue. 


O A property developer plched up more than 
24 ailion ai miles with he American Exe 
press card after purchasing a 52477,500 
painting at Sotheby» auction, 


O) American Express helped a naked busines 
‘mun tacked out o his hore orn to ave ace 
Finding himself trapped in the howei corri- 
dor, the businessman noticed a rach of 
American Express application forms. He 

| used ane to shield himsel! as best he could 
‘ls making his way tox payphone toa 

toch. 
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INCORPORATED 


THE MARKET 


‘The Philippines’ beer market has been around 
since the tum of the century. The only beer manu- 
ichurer was joined by Asia Brewery Inc in 1982. 
‘The Filipino beer drinker, who didn’t have much 
choice on which beer brand to drink was now 
given more possibilities to select affordable beer 
brands and types. 

ABI has grown since its introduction in 1981 
and is now on track to gain a fifth of the total 
beer market 


ACHIEVEMENTS 


Asia Brewery, Ine. (ABI) came into a market 
that has long been dominated by a monopoly 
Through its consistent marketing thrust of otter- 
ing top-quality products at prices affordable 10 
the mass consumer, it has succeeded in breaking 
into the market. 

lts flagship beer product, Beer na Beer, has 
been awarded a gold medal in the 1999 Monde 
Selection, ane ofthe world’s most grueling tests 
of product quality, on its first year of participa- 
tion in the prestigious event 

Absolute Distilled Drinking Water, one of 
ADI'stwo bottled water brands, is the first bottled 
Water product in the Philippines to have been 


| We 


quench your thirst 
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tested and certified 
by NSF Interna 
tional, the most 


widely recognized 
and respected inde- 
pendent organiza. 
tion for public health 
safety in the world 
ABI's Cabuyao 


Plant is one of the 
biggest and most 
fully integrated 
plants in Southeast 
Asia. Aside from the 
brewery, the com. 
plex has facilities for 
glass manufactur: 
ing, plastic crate pro- 
duction, corrugated carton and bottled water pro- 
duction 

The company’s second brewery in EI Sava- 
dor, Misamis Oriental was the first brewery in 
the Philippines tobe set up in Mindanao. It Boasts 
of fully computerized brewing and bottling fa 
lites 

‘Asa testimonial to ABI's excellent production, 
capability, three leading international brewers— 
Anheuser-Busch, Inc. of St. Louls, Missouri and 
Stroh’s Brewing Company both of the U.S. and 
Carlsberg International 
A/S of Copenhagen — 
have entered into 
partnering agreements 
with the company for 
the brewing and distr 
bution in the Philip 
pines of their respective 
beer brands: the 
world’s best-selling 
beer Budweiser. Colt 45 
Malt Liquor and 
Carlsberg, Beer 


HISTORY 


Asia Brewery, Ine. 
sprang from the vision 
of one manits Chair- 
man, Lucio Tan-of a 
company that would 
provide Filipinos with 
beer products that are 
equal if not better in 
quality to what the 
competition has to offer, 
but at prices that every 
one can afford. 

ABI officially started 
18s operations with the 
inauguration of its 
Cabuyao Plant on Janu- 


A39 ASIA BREWERY 


ary 27, 1982. In the same year, the company in 
troduced its first beer product, Beer Hausen, This 
was quickly followed by Max Premium Beer, and 
in 1984, Manila Beer made ts debut. Over the next 
three years, Manila Beer became the company’s 
‘major source of growth 

In iate 1987, ABI entered its first international 
tie-up with world-renowned brewing company 
Carlsberg international A/S of Copenhagen, Den: 
mark. Through a licensing agreement, AUI 
brewed and introduced the highly acclaimed 
Carlsberg Beet, the brand that paved the way for 
the development of the premium sector of the 
local boer market. 

Another major breakthrough came in 1988 
when the company introduced Beer Pale Pilsen, 
now popularly known as Beer na Beer. The new 
brand was meant to challenge the market leader 
through its high product quality and attractive 
pricing strategy: Beer na Beer quickly established 
itself as the second biggest brand in the market 

Meanwhile, AB's partnership with Carlsberg 
International A/S led in 1991 to the development 
of a brand that targeted a specific market niche- 
the young drinker. Stag Pale Pilsen easily became 
the preferred brand of new beer drinkers with its 
‘smooth, easy-to-drink formulation 

‘As the company entered its second decade of 
‘operations it inaugurated its second brewery in 
E Salvador. about 20 kilometers west of Cagayan 
de Oro City in Misamis Oriental. 

Seeing the growth potential of the bottled 
water business. ABI decided to diversify into this 
market and opened its bottled water plant in 1992. 
It first entered the mineral water segment with 
Summit Natural Spring Water. To complement 
Summit, the company quickly followed through 
‘with the introduction of Absolute Distilled Drink- 
tng Water 

‘Continuing its diversification move, ABI in- 
troduced Q Shandy in February 1995—targeted 
for drinkers looking for a bolder altemnative to 
the shandy brand then in the market. Shortly 


thereafter, the company entered into licensee 
agreements with global breweries, thus paving 
the way for the local brewing of global brands 

In April 1995, ABI introduced Colt 45 Malt 
Liquor through a partnership with G. Heilman 
Brewing Company (now Stroh’s Brewing Com- 
pany). Colt 45 is now one of ABI's fastest-grow. 
ing brands and is strongly challenging the pio 
neer brand in the strong beer market 

Tocap the company’s international line-up of 
beers, Budweiser, the King of Beers’, was intro- 
duced in the local market in December 1996 
through a licensing agreement with Anheuser 
Busch of St. Louis, Missouri, USA, the world's 
largest brewer. Budweiser currently dominates 
the premium sector of the market and is quickly 
establishing itself as a mainstream brand. 

Atter eighteen years of operations, ABI has 
grown to be a major player in both beer man 
facturing and industrial packaging in the Philip- 
pines. The partnership it has forged with the 
‘world’s most respected brewers underscores its 
position as a world-class company whose prod- 
ucts and services rival the best in the world. 


PRODUCTS 


Beer na Beer 
The company’s best-selling brand is the second 
biggest brand in the local bwer market. Introduced 

challenge the market leader, Beer na Beer has 


carved a niche for itself 
among local beer drink- 
ers who are looking for 
high-quality beer at an 
affordable price. Beer na 
Beer is also being ex- 
ported to several Asian 


Colt 45 Malt Liguor 

Colt 45 is being posi- 
tioned as “America's 
Premium Strong Beer” 
for the young drinker 
who prefers a good-tast- 
ing, strong beer. lts mar- 
ket strength comes from 
its distinct taste, smooth 
drinkability and attrac 
tive packaging, 


Carlsberg Beer 

Carlsberg is a full- 
bodied European beer 
that has become synony- 
‘mous with high quality 
Its appreciated by the 
most discriminating beer 
drinkers 


Budweiser 
Budweiser, 

King of Beers”, became 

an instant hit among 1o- 

cal drinkers since its market introduction in De- 

cember 1996. ts popular brand name, interna 

tional image and refreshing taste helped move 

the brand to a dominant position inthe local pre 

mium beer market shortly aftr its launch. 


“The 


Stag Pale Pilsen 

‘Stag Pale Pilsen is positioned as the beer tor 
those who are just beginning to discover the many 
plessures of drinking beer. Its smooth and retresh- 
ing favor is suited to the taste of the young 
drinker. 


Q Shandy 


A refreshing yet non-intoxicating alterni 


ASIA BREWERY 


to alcoholic beverages and beer, shandy drinks 
became popular in the mid-O0s. QShandy—"The 
Bold One" is bold enough for the adventurer 
yet light enough for a perfect refnashment 


Absolute Distilled Drinking Water 

The result of a superior vapor compression 
distillation process, Absolute Distilled Drinking. 
Water is the first and only local bottled water cer- 
tified by NSF. the leading certifying organization 
in the world for public health safety. 


Summit Natural Spring Water 

Summit is natural spring water further puri- 
fied via state-of-the-art treatment to produce a 
perfectly balanced drinking water 


Things you didn’t know 
about ASIA BREWERY 


O Trecompany’splantn F Salvador, Misamis 
Oriental was the first brewery to be estab 
Waheed in the Mindanao region. 


| Asia Brewery isthe only beer company in 
OA iS 
‘he monopoly of the orl beer market 


O Asia Brewery member al'a conglomer- 
e arpea ni a 
messes that include cigarettes, liquor, banik- 
ing. restock hotels, trading and airiines 
among others 
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BANK OF THE PHILIPPINE ISLANDS 
A tradition of leadership. 


THE MARKET 


n, banking is 


dramatically changing ata very fast pace. In spite 
of this the BPI have remained technologically 
ad of the intense competition in the Philip 
pines. Domestic clients are continuing the move 


towards the inevitable cash-less society of u 


future, preferring the use of credit cards over cash 
de 
mand faster and better service via the use of con- 


For those who still need to deal in cash, th 


veniently located ATM's. Domestic client also ne 


quire a wider range of financial services that of 


ten require tailoring to their needs, and in this 
field BPI have acquired a well-earned reputation 
Corporate clients are also demanding the tat 
products with better (a 


lon: 
cilities to assist them participate in the globali 
tion of trade. 


The recent crisis in South East Asia created a 
demand from investors, both large and 


safe and secure investments. BPI has their cor 


dence in handling all of the above. Their cor 
dence is assured. Especially when 
the latest of the many awards BPI have acquired 
isthe 1999 Awards for Excellence from the finance 
magazine, Euromoney who also wrote, "BP isthe 


hey leam that 


best run of Philippine banks, with the cleanest 


balance sheet Itis the favored choice of analysts 
this were not enough, also in 1498, Finance 


another business magazine, has singled out BPI 

for inclusion in the 1999 Country Awards for 

Achies 

tic Commercial Bank for th 
ot 

both domestically and intemati 


ment, naming them as the Best Dx 
hippines. With 

is recognized 
thebest 


these, and ma wards, BP 


ACHIEVEMENTS 


lion, indicating a 17.2%» return-on-equity 
BP! also finds itself in a strong position as, at 
the end of 1998, it held the 


rency exposure of any bank 


west foreign c 
Tw and the low 
on-pertorming, loan portfolio which stood 

devaluation of the 
peso caused less damage to BPI than many other 


at just 63%. Thus, the r 


pa nding and auto 

finance. Its expertise in handling these 
of 

ported by a large negative databank, credit point 

nd automated front and back 


products stems from ye 


ence, sup- 


For its main funding source, BPI relies on its 


deposit base, 80%» of which is in pesos, Success 


n this area is provided by 418 online branches 
ind outside of Metro Manila and 525 ATM'S, 
the highest number owned by a single bank in 
the country. BPI has now shifted 30% of its trans- 
actions to these ATM's and by so doing, has ef 
ively reduced its cost-to-income ratio by A 


staggering 1 


HISTORY 


BP is the Phitippines ol 
rly 150 years ago, whe 


nt bank, founded 


he Philippines was 
ued 
ili 
pines has undergone from that time until the 


till a Spanish colony: As such it has cor 


to trade through the many crisis that the 


present. Through the American invasion, the 
Philip te indepen: 
dence interrupted by the Japanese occupation, 
the liberation, the EDSA revolution until today 


the Bank ofthe Philippine Islands has continued 
trading. Every changing to suit the times, nti 
ay. BP! ts internationally nxugnized as being 
the Philippines most technologically advanced 
and innovative bank 
BPI is the recog 


banking. 11 was the first among local banks 10 


ized leader in electronic 


reduce debit card and phonebanking innova 
tions, as well as kiosk branch operation. Yet BPI 
has not allowed the personal touch to disappear. 
it has established a call cemer that can handle 


100.000 calls a month. Yet is also employs some 
50 phonebankers to answer questions from cli 


poo 
days a week. holidays included 


who prefer to talk to real and friendly 


aday,7 


le. The call center operates 24 how! 


PRODUCT 


DBPL is a fult service banking company whose 
customers cover diverse personal and business 
areas. The Bank has developed a wide selection 
nancial packages and services in order to ca- 


ter to their customers individual requirement 


Personal customers have the choice of deposit 


and lending accounts including check, saving and 
term accounts. BPI maintains its number one 
position in the competitive home mortgage arena 
and personal loans 

For a growing number of BPI customers, the 
Jocal branch no longer figures in their financial 
life as they utilize the ATM's that are conveniently 
located in and around the cities, and /or use the 
telephone banking system for other transactions. 

‘PL is also a major player in the business sec 
tor banking 


providing fullservices. This is due 
to the trust that has been built up over the years 
between business and bank 

The BPI credit card is now one of the most 
widely used and is a substantial contributor to 
the growth of the much-needed mide class in 
the Philippines, 

By working with thousands of small, medium 
and large enterprises over the years, BPI has de 
veloped a number of products and services to suit 
the mar 


These include transaction and deposit ac 
counts, cash management services and finances 
in the form of loans, lines of credit, bill discount- 
ing, vehicle and equipment leasing, and trustee 

BP! is client related. It will continue to be 
aware of the challenges of the times and the ever 
changing needs of their customers 


RECENT DEVELOPMENTS 


The financial crisis that hit Southeast Asia in 
1998 created fears in both large and small inves- 
tors. Many saw life-time savings shrink to almost 
useless levels, Investors were therefore seeking 
safe investments where the return would be bet 
ter than inflation, and thus, 
BPI, the Ayala Life Fixed-income Fund was 
launched. Headed by the giant and trusted Ayala 
Corporation, whose president is Jaime Augusto 
Zobel de Ayala, the ALPM is ideal for small in- 
estors, who need to come up with an initial 
amount of only P100,000 to participate. Addi 
tional investments may be made for only P10,000. 
ALFM has no maturity date, Thus, investors may 
withdraw their money anytime after a 30-day 
holding period. The value of the investment in- 
creases every day for as long. as the investors keep 
their money in the fund. 

All incomes earned from the Fund’s place 
ments are tax exempt. The income is reflected in 
the Net Asset Value per share 

There is no set time for investors to realize 
profits. With the accrued interest, shares increase 
daily 

There are two basic kinds of investments that 
will attract the attention of the company One is 


conjunction with 


fixed income, such as treasury Bilis and Fixed Rate 
Treasury Notes, issued by the national govern- 
ment and redeemable preferred shares, issued by 
prime corporations, and other prime corporate 
credits 

The second will be the stock market. The ex 
perience of BPI will be utilized to 
balanced portfolio is created. 

‘Apart from the high income derived from the 
und, investors receive a free P100,000 insurance 


asure that a 


coverage issued by Ayala Life Assurance, Inc 
Although not a recent development, the BPI 
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Foundation 1s continually changing in its thrust 
toimprove the Filipinos abiline to improve ther 
selves and their country through further studies 
in the fields of science and technology. The foun- 
dation rewards talented students not only with 
plaques, but cash grants to allow them further 


One further develop- 
ment by the BPI Foun- 
dation was the found- 
ing of the Information 
Systems Study Plan cre 
ated for non-computer 
but science-trained col- 
lege graduates who 
wish to pursue Main- 
frame programming. 
This program allows 
selected students to 
avail of state-of-the-art 
training with top infor 
mation system instruc 
tors through a very af- 
fordable study-now 
pay-later scheme. 


PROMOTION 


Although BPI engages in tri-media advertis: 
ing, this tends to be limited to whenever there is 
some new product or service to be offered, With 
418 branches and over 500 ATM's, BPI maintains 
a high visibility. Is distinctive sign is very easily 
recognized by all. To most Filipinos, BPI is bank- 
ing 


BRAND VALUES 


The Spanish crest on a bright red background 
is recognizable by virtually every Filipino as be- 
ing Bank Of the Philippine Islands, and referred 
to with affection as BPI. Add to this the name of 
the bank in bright red letters, each outlined with 
fold and the brand is instantly recognizable 
“The fact that the bank has survived and even 
prospered through nearly 150 years of trials and 
tribulations ads significant value to the brand. It 
has proven with its honesty and service to the 
pine public that it is totally trustworthy. 


Things you didn’t know 


about BPI 


O in 199 Euromoney named BPI the Best Do- 
ment fk in the Philippines stating that 
BPL was “the most conservative of local 
banka. 


O Goáman Sach, an venient research 
agency, has rated BPI “one of Asia's best run, 
et priioned Sans 


C Fat Eansern bonomi eve conterson BPI 
{he award of Mont Financially Sound Panik 
tn the Philippines for 1998, 

O Ater anertensive survey conducted in 1998. 
Global finance magazine named BPI the “top 
domestic bakin ounty of operation" 


Ona branchen AT'S 


‘THE MARKET 


‘As with most tropical countries, the Philip- 
pines suffers a surfeit of insects that are not only 
considered pests, but pests that ae dangerous to 
human health. 

The top two in the list are the mosquitoes and 
the cockroaches. Mosquitoes are not only the 
cause for the spreading of Malaria, but of the even 
more deadly Dengue. Although Malaria is gen- 
erally confined to the countryside, Dengue out- 
breaks often occur in the urban area. And even 
if the mosquito is not carrying any disease, the 
scratching of mosquito bites to relieve irritation 
often causes infection most especially in children. 

Cockroaches on the other hand, are consid- 
ered to be a nuisance in maintaining househoid 
hygiene. In recent years, however, there has been 
a growing awareness in the Philippines of the 
dangers that cockroaches impose on health at 
home. Cockroaches often carry diseases such as 
infectious hepatitis, leprosy, bubonic plague. dys- 
entery, diarrhea, and many more. 

Thus, when Baygon was introduced to the 
Philippine market in 1977, it was a product for 
which there was a tremendous consumer need. 
Baygon simply killed and eliminated insects both 
seen and unseen. One spray in a room, and ev- 
eryone is guaranteed a safe and sound sleep. 

The market rapidly grew, a0 that by the be- 
sinning of 1999, the Philippine insecticide mar- 
ket was valued at P911 million (Source: 


M 


- 


gon 


ACNielsen Retail Audit) Mosquito coils account 
for 35% ofthe market, Aerosol sprays at 32%, Liq- 
uid sprays at 20%, electric mosquito repellers at 
35%, and the rest are the other forms ike baits and 
fiypapers 


ACHIEVEMENTS 


Since lts introduction just over 20 years ago, 
Baygon has been the dominant market leader, and 
has berome a household by-word when it comes 
to insect control. Iis the flagship brand of Bayer 
Consumer Care Division. the biggest contribu- 
tor in terms of sales and profitability for the com- 


‘The reason bor this success is that consumers 
are firmy convinced, from their own experience, 
that the products of Baygon ae of the highest 
quality and with proven superior efficiancy. Pur- 
thermore, Baygon has been supported with ex- 
teraive distribution, aggressive marketing activi- 
ties and competitive pricing 

Because ofthese factors, Baygon controls 54% 
‘ofthe total insect control market. The brand con- 
trols dominant shares in the Aerosol (70%). Lig- 
‘wid (83%), and the Electric segments (76%). 


HISTORY 


Bayer Germany developed Baygon initially 
to solve a medical problem. Chaga's Disease, a 
deadly infection caused by the bite of the Tri- 
atoma bug, was discovered in 1908 by Brazilian 
„Physician Carlos Chagas. This disease is caused 
when a worm-like parasite name Tryprosome 
center the blood via the bug-bite. It then rapidly 
reproduces and attacks initially the livet, spleen 
and lymph glands before completing its deadly 
task the esophagus colon, central nervous sys- 
tem, and finally the heart. 

11964, Bayer made its first landmark in fight- 
ing this disease when they invented Baygon, a 
broad spectrum insectical that not only effec- 
tively dealt with the Triatoma bug, but all other 
insect pests both the crawling and the fying va- 
rieties Al insecticides developed after World 
War I that were successful against mosquitoes 
causing malaria had litle effect on the robust 
‘bogs. With the development of Baygon by Bayer, 
an etfective product was finally found to combat 
them. Baygon has insecticidal properties, and it 
also drives the bugs out of their hiding places. 

In 1997, Baygon entered the Philippines 
through Bayer Household and Hygiene Group 
‘which was a department of Bayer Crop Protec- 
tion Division. The first product introduced into 
the market was Baygon Liquid Spray. The fol- 
lowing year, the aerosols were introduced 

The brand was so successful in penetrating 
into the market that in 1987, Bayer decided to 
form a separate division to handle Baygon and 


the other consumer goods, Bayer Consumer 
Products was born followed by several new prod- 
vctintroductions and strategic alliances. Baygon 
Mosquito Coil and Baygon Electric Mosquito 
Repellers and Mats were introduced in 1988. 

‘At this time, CP Division has one sales dis- 
tributor handling the whole of the Philippines. 
It was feit that this set-up was inhibiting growth. 
So in 1991, the Division instigated regional dis- 
tríbutorships, with successful results. 

1991 witnessed the introduction of three new 
products Baygon Fly Paper, Baygon Fly Bait and 
Baygon Cockroach Bait. A year later, Baygon 24- 
hour Cockroach Bait Station was introduced. 

In order to attain instant brand recognition 
andhighlight Baygon’s leadership in the market, 
the now familiar V-logo design was introduced 
in 1993, In 1994, Baygon introduced the water- 
based aerosol and liquid sprays. 

The research and development continued 
secking innovative and better ways to eliminate 
household pests. Even though Baygon’s formula 
had proven over the years to be extremely effee= 
tive, a major breakthrough was made in 1997 with 
the introduction of Bayothrin. 

Bayothrin, the latest ingredient among the 
family of pyrethroids. was developed by Bayer 
laboratories in Germany. It has been proven to 
eliminate more effectively all Aying and crawl- 
Ing insects even at Jow concentration level, 1t is 
also the first ingredient to be environment- 
friendly because it is biodegradable (Le. it easily 
disintegrates ater some time preventing its ac- 
‘cumulation in the environment). This new de- 
velopment allowed Baygon to maintain its lead 
in the field of insect control 


THE PRODUCT 


Through, the constant research development 
ofits parent company, Bayer of Germany, Baygon 
‘can unassailably claim to produce the most ef- 
fective and safe household insecticides in the 
world. 


as) 


In countries such as the Philippines where the 
greater majority of population lives in houses that 
do not have either insect screening or air-condi- 
tioning, there is a great demand for a method that 
will not just kili mosquitoes but provide continual 
protection against insects’ intrusion over many 
hours at an affordable cost. Baygon has provided 
the solution with the Baygon Mosquito Coil that 
is marketed complete with a Coil Holder. The 
coil is set on the holder and the end is tit, then 
allowed to smolder. The smoke given off has an 
inoffensive odor, but contains the fast action 
Bayothrin causing an instant death for mosqui- 
toes. The odor is also designed to have a repel- 
lanteffect. The popularity of this product can be 
judged by its availability throughout the Philip- 
pines in outlets varying from supermarkets to 
small family-run sarsari stores. 

Just a little behind in sales of this product is 
Baygon Aerosol Spray. Itis available in Kerosene- 
based (Green) and Water-based (Blue). It con- 
tains the new fast-action Bayothrin and has the 
advantage of seeking out and killing all Aying 
and crawling insects. The Baygon Aerosol WB 
formula has a pleasant odor and is ideal for deli- 
‘ate areas such as bedrooms, nurseries, and din- 
ing areas, The Baygon Aerosol KB is ideal for the 
hard-working parts of the house such as the 
kitchen, cooking areas, under the sinks and stor- 
age rooms 

For the cost conscious market, a popular prod- 
uct is the Baygon Liquid Insect Spray which has 
the same formulation and effectiveness as the 
aerosol. The delivery is achieved using a hand- 
‘operated Baygon spray-gun which is refillable 

Baygon has produced a more modem prod- 
uct tor those who would like the same benefit of 
the coil but rebel against the thought of emiting 
smoke, especially in nurseries. They ofer tree 
products that utilize electrical heating to produce 
the necessary evaporation. The Baygon Genius 
Electric Liquid Vaporizer is a modem and safe 
method to control mosquitoes. The liquid Baygon 
insecticide contained in a plastic bottle is inserted 
in a chamber-like device, which is then plugged 
inan electric socket. The formula allows for slow 
Vaporization that will provide continual protec- 
tion against mosquitoes. The alternative offered 
is the Baygon Electric Mosquito Repeller and 
Mosquito Mats. Although using similar prin- 
ciples, a mat impregnated with active ingredient 


is used instead of liquid refill. A new addition to 
the family of Baygon Electrical Products is the 
Baygon Master, a gel vaporizer that contains 
‘Bayothrin. All these products are safe, convenient 
and use very little electricity. 

Flies are also a major problem for Filipinos. 
‘So Baygon introduced a range of products spe- 
cifically designed to control house flies. Baygon 
Fly Catcher, an adhesive ribbon that is suspended 
from the ceiling. is one of the most innovative 
products introduced by Baygon. Another form 
ís the Baygon Fly Paper which is a flat sheet cov- 
‘ered with a strong adhesive that is intended to 
trap house flies and other insects. These two 
products do not contain active ingredients. The 
Fly Bait is a powder product that contains an ac- 
tive ingredient for elimination and control of 
house flies 

Baygon also has a range of products for cock- 
roaches and other crawling insects. The Cock- 
roach Bait is in a powder form while the Cock- 
roach bait Station is in a tamper proof container 
‘with an impregnated tablet inside. 

Baygon has the widest assortment of insect 
control products with a total of fifteen (15) prod- 
uct types and thirty-four (34) SKU's, 


PROMOTION 


Baygon uses an extensive multimedia adver- 
tising and promotional campaigns. From the tra- 
ditional media like television, print and radio to 
the new emerging channels such as cinema, out- 


Baygon’s advertsing has matured over the 
years. Initially in the 1980s, emphasis was on 
how effective Baygon was as an insect killer That 
was why the brand's advertising was the 
“Rambo-type" which highlighted Baygon’s Triple 
Killing Action. In the 1990s, there was a subtle 
change in Baygon's advertising approsch. The 
Superwoman character was adopted to highlight 
‘Baygon’s efficacy in killing insects 

But it was realized that Baygon no longer 
needed to demonstrate the product's elective 
mess by showing dead insects. The consumers 
already know the products superior efficacy from 
their own experience 

‘A big leap was made to elevate Baygon's ad- 
vertising to a more caring and emotional ap- 
proach. Baygon was depicted as a family friend, 
protecting them and keeping their good health 

Baygon’s image was transformed from a 
RAMBO, to a SUPERWOMAN. then to a caring 
MOTHER. 


RECENT DEVELOPMENTS 


{In 1998, Baygon launched its latest product, 
Baygon Master Vaporizer in to the market. This 
is a major improvement over other electrically 
operated vaporizers because it has plug-in de- 
vice and it has the breakthrough formula 
Bayothrin that can last for 3O nights. The Baygon 
Master Vaponzer uses a gel membrane 
‘Another recent development has been the 
development of Baygon’s own website, which 
You are invited to visit at www baygonphilcom | 
Recently, Baygon hit the airwaves with two 
blockbuster campaigns. The first was the spon- 
sorship of Baygon Pera o Bayong, a TV game 
portion over ABS-CBN's Magandang Tanghali 
Bayan. This game portion has been acclaimed as 
‘one of the most successful game portions to be 


Implemented in the history of Philippine televi- 
sion. Pera o Bayong had benefited Baygon not 
‘nly in tremendous sales but also in elevating the 
brand's image as a caring and supportive brand. 

A pitting follow-up to the success of Baygon 
Pera o Bayong, was the Baygon Iwas-Dengue 
Campaign implemented last July to September 
1999. This campaign has helped the residents of 
Metro Manila and nearby provinces in prevent- 
ing the spread of Dengue virus. This campaign 
also elevated the consciousness of consumers on 
the dangers brought about by Dengue-carrier 
mosquitoes. 


BRAND VALUES 


Baygon means superior efficiancy. No other 
product comes close to its performance and ef- 
fectiveness. Baygon’s state-of-the-art wchnology 
and expertise in the elimination of insects is just 
‘simply better than any competitors. Consumers 
have developed a great trust in Baygon to relieve 


them of their problems with insects - and Baygon 
has never let them down. 

Baygon also means innovation. Its continual 
research and development keeps it ahead with 
the introduction of new and better products. 

Baygon means protection for the family. It 
effectively kills those household insects that are 
a constant threat to the health of the family. More 
than that, every mother knows that it carries no 
dangers for her family. Baygon is safe to use in 
the house, inspite of being deadly against insect». 


Things you didn’t know 
about BAYGON 


BFGoodric. 


Tires 


THE MARKET 


During the twentieth century our lives have 
been changed beyond recognition by the advent 
‘of modern transport-cars, trucks, airplanes, trains 
and subway systems. Alongside this develop- 
ment has been the monumental growth of the 
‘world's tire industry now valued at USS) bil- 
ion annually. 


ACHIEVEMENTS 


‘The BFGoodrich brand, America’s oldest 
name in tires, has been a technological leader 
since it begun making tires for the automobile, 
BFGoodrich is the pioneer of the first American- 
made radial in 1965, Currently, radials are the 
largest-selling tire in the market. 

Initially, convincing the public that radials 
were a tire of superior performance and durabil- 
ity was not an easy task. People trusted thar which 
they knew and understood. So, BFGoodrich came 
up with an idea that was then, truly innovative - 
they put standard tires omeo racing cars. Fist onto 
those competing in road racing, and then ofi- 
pavement competition. No better test could have 
been undertaken. The results were beyond even 
the tire engineers expectations, Vehicles fitted 
with radials won virtually every competition and 
‘opposition to the benefits was silenced. The pub- 
‘ie were stunned with the knowledge that the very 
‘same tre being used on the racing circuit was 
available for their family car from their local 
BFGoodrich dealer. The BFGoodrich T/ Ais fam- 
ily became the preferred tire. 

However, unknown tothe buying public, was 
another advantage gained from BFGoodsich’s 
participation in car racing. The accelerated 
stresses placed upon the tres allowed their engi- 
neer to gain valuable knowledge which was 
translated into better innovative technology that 
allowed continual improvement in both traction 


and durability, keeping BFGoodrich ahead 
of their rivals. The thousands of trophies all 
over the world gained by vehicles running 


losophy. The individual victories and seasan 
championships earned by teams racing on 
BFGoodrich radials are a testimony to the 
brand's taith in ns technology and products 
More important than winner's accolade is the 
knowledge gained-knowledge that has kept 
BFGoodrich at the forefront of the perfor- 
mance industry. 


HISTORY 


BFGoodrich proudly bears the name of 
its founder, Dr Benjamin Franklin Goodrich, 
who, at the age of 28, persuaded his then 
partner, Atty. John P. Morris, to trade $10,000 
‘worth of real estate for stock in the then in- 
fant rubber industry. This was in the year of 
1869 and the company was the Hudson 
(N.Y) River Rubber Co. This company con- 
tinued to experience financial difficulties 
‘until Dr. Goodrich and his partner assumed. 
{ull ownership. 

The following year, they purchased the land 
in Akron City, where the companies head offices 
stand to this day, and formed a new company 
‘named Goodrich, Tew & Co. Initially, the com- 
pany manufactured rubber fire hose and belting. 
The company struggled financially, however. and 
many loans were obtained to just keep afloat. 

‘The turning was reached, however, when in 
1878, George Crouse, an original investor, agreed 
tosee Dr. Goodrich through the crisis an the pro 
vision that he bring in someone experienced to 
supervise manufacturing, Dr. Goodrich hired 
Alanson Work as superintendent, and it was he 
who reorganized factory procedures resulting in 


an immediate im- 


provement 

In 1880, the reorga- 
nized company be- 
came incorporated 
in the State of Ohio 
as BFGoodrich Co. 
with authorized 
capital of $100,000 


$50,000 mark in 1887, but, at the still-young age 
of 47 years, he was to suter a fatal haemorrhage 
caused by tuberculosis. 

BFGoodrich manufactured their first automo- 
bile tires in 1996 when they were approached by 
a stranger named Winton from Cleveland, who 
asked if they could make him pneumatic tires for 
a car he was constructing. They agreed to give it 
a try and in July of that year, he very first Ameri- 
Can-made automobile was sold - and it rode on 
tires made by BFGoodrich 

The use of cord in bicycle tires had been in- 
troduced since 1890, However, the international 
rights to using cords in automobile ties were held 
by a British company, based in Silvertown, En- 
gland. These rights were purchased by The Dia- 
mand Rubber Co. in 1919 who became, in turn, 
Part of BFGoodrich in 1912. This allowed for the 
manufacture of the BFGoodrich Silvertown cord 
tire that became famous as it improved the ride, 
used less power and increased tire life. 

‘One benefit came with the integration of the 
two companies, and that was two of Diamondis 
brilliant scientists. One, Arthur Marks developed 
the alkali process for reclaiming rubber, and the 
use of carbon black that greatly improved tough- 
ness and abrasion resistance, while the other, 
George Oenslager, developed organic accelera- 
tors which reduced the time for vulcanization by 
75 percent. Not only was production time dra- 
matically shortened, but the process gave the end 
product greater tensile strength and durability. 

BFGoodrich was no stranger to research and 
development. As far back as 1895, a young em- 


ployee, who was a chemist, set up a small labo- 
tory in one room of the companies premises 1 
‘Akron, By 1910, this had expanded to 37 people 
‘working in the research and testing laboratories 
in an area that doubles as the company first-aid 
and emergency room, 

Today, the research and development occu- 
pies several buildings. Over the years, many of 
the developments have proven succesful nc 
ing the tubeless tire and the use of synthetic rub- 
ber In tact, the very first American synthetic rub- 
ber plant was set up in 1939, and the rubber from 
it was introduced into tires in 1940. 

From its very beginnings. BFGoodrich has 
been associated with the acroindustry. From sup 
Plying the tires for the Glenn H. Curtis bi-piane, 
the Golden Flyer, which won the Gordon-Bennett 
speed trophy at the first International Flying Meet 
in Rheims, France, in 1901 to the ultrasonic air- 
craft today. 

Important contributions other than tires have 
been made to the aero industry, including, in 1930. 
Descer», an invention which has been called the 
greatest single contribution to flying safety lee 
forms on the leading edges of the wing, the De- 
icer tubes were inflated with compressed air 
which stretched and changed the skin surface of 
the Descer boots covering the edge of the wing, 
‘cracking and loosening the ice from the skin sur- 
face. By 19%, airplanes in numbers were being 
equipped with De-icers. As airplanes became 
larger and faster, BFGoodrich developed Rivnuts. 
a novel De-icer attachment device which is still 
proving itself effective both in the air and on the 


In 1961, utilizing the extensive experience of 
BFGoodrichis wsearch on high altitude st devel 
opment, Commander Alan Shepard - the first 
American in space, rode into history dressed, like 
All other Mercury astronauts who followed him, 
in a BFGoodrich space suit. 

Al of these developments have resulted in 
huge savings for the public. The cost-permile of 
‘one of todayis tires is one twentieth of what It 
was at the beginning of this century: 


THE PRODUCT 


BFGoodrich do not just manufacture tires - 
they manufacture world-beating tires. This has 
been proven by the unprecedented success of 
over thirty years success of vehicles in both cir- 
‘cult and off-road international competitions. Yet 
the tires used by these vehicles are the very same 
tires available to the public from any BFGoodrich 
dealer. The success of teams winning victories 
and championships using the BFGoodrich T/A 


light-truck radials are far to numer- 
ous to relate. The decision to enter 
this radial into the ultimate tire test 
of off-road racing was not wasted, 
as today, they are the undisputed 
leader in the light-trock tire market 

BFGoodrich, with its superior 
technology and quality, have be- 
come the worlds largest suppher of 
tines for trucks, buses, trailers, off 
the-road equipment, farm imple- 
ments, aircraft and industrial equip- 
ment It was the first American tire 
tobe selected as original equipment 
forthe high-performing Porsche su- 
twmobile 

‘Since ts beginning in 1977, many 
space shuttles have been fitted with 
tires made by BFGoodrich. 

BFGoodrich have a range of tires 
second to none, to suit every pur- 
pose. From high performance 
through to all-terrain and even for 
mud, BFGoodrich have designs to 
suit. It has even produced the very 
first radial tine suitable for drag rac- 


ing, 
RECENT DEVELOPMENTS 


The most exciting development in many 
years, and one that has attracted the public's 
tention beyond their wildest dreams is, of all 
things. colored tires. Many tire manufacturers 
have dabble in making their tires have an attrac 
tive appearance, such as white walls, Only 
[BFGoodrich have gone all the way and produced 
‘exctingly ful-colored tires in Screaming Yellow 
Blazing Blue of Raging Red. The color is full read 
depth, yet the tire is definitely not a toy, but high 
performance The V and H-speed ratings and per- 
formance rivals the legendary Comp T/A mod- 
es 

The acceptance of these in the American mar: 
het has exceeded all expectations. The combina- 
tion of high performance and eye-calching ap- 
pearance had sports truck enthusiasts rushing 
to get inin this atest fashion Named the Scorcher 
T/A. the tire is taking the market by storm. S 
amazed were the media thatit featured in an item 
on the extremely highly rated television show 
“Good Morning America.” 

Is fun, itis eye-popping and it has excep- 
tonal performance. 


PROMOTION 


Unless a new 
product is be- 
Ing launched. 
the main aim 
} of the promo- 

tions of 
BFGoodrich is 
to keep their 
name in the 
forefront o 
anyone who 
is contemplat- 
ing purchas- 
ing tires After 
all. the prod- 
uct is only 
purchased 
when there is 
a need, thus, 


in the Philippines a great emphasis is on print 
media, including magazines. Television is used 
for specific campaigns 

The finest promotion though is both bill- 
boards on major highways and the hundreds of 
signs outside of the registered tire dealers, each 
bearing the BFGoodrich name and pictures of 
tires. Every dealer has received training in the 
benefits of the products offered, so the aim is to 
get the purchaser to go to the dealer, who will 
then personally explain the quality and value of 
the tires 


BRAND VALUES 


[BFGoodrich is a truly internationally recog- 
nized manufacturer of high quality tires. It has 
been in business for 120 years with the same 
‘ame, so its brand is instantly recognizable. The 
high reputation it has built for ts products puts 
an incalculable value on its brand. Mention 
BFGoodrich anywhere in the world, and even 
though the listener may not understand English, 
the word “tires” will be the immediate response, 
‘and most will add the word, "Excellent. 


Things you didn’t know 


about BFGOODRICH 


O The company caries more qualified sizes of 
airplane ures than any other manufachirer. 


O Aone tie BFGoodrich spomonet popo- 
“ar televson shows sch as “The Shadow” 
“The Name ol the Game" and “Starink. * 


O To test te Deion BPGoarich coastucted 
“seen nee at wa sper 


O Cage Burs tnd Cc len cat spec 
eto Delp tie Company eerie i> 
‘tray on ert 198 


OTe tires that alneed Spirit of 8, Louis to 
take-off and land safely were supplied by the 


% 


Ent. 


THE MARKET 


Itis normal to expect the people of the Phil- 


ippines, a land made up of over 7,000 islands, to 
be fond of the bounty of the sea. In recent years, 
{his love of seafood has grown to include canned 
fish So much so that it is reported that every Fili- 
pino consumes 1.7 kg of canned fish a year While 
BO% of this figure is sardines, a growing number 
are turing to canned tuna, 

Century Canning Corporation, manufacturer 
of the Century Tuna brand, is currently 
the leader in the canned tuna 
market that grows at an aver- 
age of 20 percent annually. 

Century Tuna is a conve- 
mient and affordable viand. 
Normally consumed as a main 
meal, it has become a regular 
menu item in millions of Fili- 
pino homes. Having achieved 
an 80% level of distribution, 
Century Tuna can be seen on 
the shelves of supermarkets, 
‘groceries and even sari-sari 
stoves Virtually anywhere in 
the archipelago. 

Tuna has become the 
world’s most popular fish. 
Century Tuna products have 

ined worldwide acceptance 

1s one of the best in the global 
market. With over 35,000 metric tons 
‘of tuna processed yearly, Century Tuna has truly 
captured the market's confidence and aprecia- 
tion with its high quality, superb taste and good 
value 


Love it with all your heart 


ACHIEVEMENTS 


Century Canning Corporation has the larg- 
estand most moder processing facility in South- 
‘east Asia. The plant in Taguig, Metro Manila — 
sits on a full 2 hectare lot and provides work for 
‘over 1,300 people. A second plant, in general 
‘Santos Gity in Mindanao, is also expanding, From 
these plants, Century Tuna is delivered to the 
‘various distribution points all over the country. 

Century Canning’s 90% combined share 
(Century Tuna, along with $55 and Fresca, 2 other 


leading canned 
tuna brands of the company) of the market is a 
‘lear indication of the superiority of its products 
And the company’s effort in products research, 
development, distribution and promotion. 
‘Century Tuna has also 
established a strong, 
and growing export 
market - supplying 


In 1977, Ricardo S. Po, 


founder of Century 
Canning, envisaged 
that there was a poten- 
tal market for canned 
fish in the Philippines. 
His entrepreneurial 
spirit gave birth to a 
small canning plant us- 
ing the latest technol- 


ogy from Japan and Taiwan, Although Fil 
at that time preferred to eat fresh fish, a ady 
"market for the products of this initial venture was 
found in the American military bases. From this 
point, the company persistently kept working on 
bringing about the market's acceptance af canned 
fish and expanding its base of consumers. 

By 1990, the business had already grown sig: 
nificantly. Century Tunas Flakes in Oil variant = 
the flagship product ~ and Hot & Spicy flavor 
gained wide popularity amongst Filipino con- 
Sumers.. Within the next 2 years, the company 

made another breakthrough, which proved 
to be the turing point in 
its history: it introduced 
canned tuna prepared in 
welHloved traditional Fil- 
pino recipes- like Adobo, 
Afritada,  Mechado, 
Caldereta, among others. 
While canned tuna was 
then already a popular 
sandwich filling, serving 
the ready-to-eat” viands 
with rice became the food 
‘of choice not only forthe 
cost, but also for the taste. 
Until 1999, Century Tuna 
products had been offered 
oniy in 184gram cans. Al- 
though economically 
priced, canned tuna was 
still out of the reach ofa large 
segment of the potential market. To ad- 
dress this, the company introduced a smaller 153- 
Erom can. This enabled the brand to penetrate a 
wider consumer base — and as a result, sales 
soared. 

1996 was a banner year for Century Tuna. In 
that year, an intensified promotions campaign 
‘was launched — which bore witness to a stag- 
Bering 100% increase in sales! 


THE PRODUCT 


To produce quality products requires quality 
raw materials - which in the case of Century 
Tuna, is tuna fish. Only the best of the catch is 
‘used, with 70% sourced from the Philippines and 


the bal- 
ported 
from Tai- 
wan. All 
processing 
is carried 
‘out by Cen- 
tury Can- 
ning to en 
sure that 
the 
primecuts are 


only 


Aside from the 
Flakes in Oil, 
Hot & Spicy 
and viand - 
Century Tunaalsoctiers the premier 
“red” line: Chunks or solid in either Oil or Water 
~ which enjoys increasing popularity with the 
higher end of the market. And to cater to the 
children’s market ~ Century Tuna also has Cen- 
tury Tuna in spaghetti Sauce, Century Tuna ‘n 
‘Cheese, Century Tuna Sandwich Spread and Cen- 
tury Tuna Barbeque, 

New flavors and recipes are continuously be- 
ing developed. These emanate not only from the 
company's own Research and Development 
group but also from concoction designed by the 
Century Tuna Culinary Club, 


RECENT DEVELOPMENTS 


Tocaterto the everincreas- 
ing export market and the 
growing demand forthe "red 
line products, Century Can- 
ning recently opened a new 
plant in general Santos City = 
in the province of Mindanao, 
Southern Philippines 

The development of the Cen- 
tury Tuna Culinary Club has been 
mutually beneficial to both the com- 
Pany and its customers. In the ultra-mod: 
fem kitchen, both amateurs and professionals 


can benefit with lessons in the preparation of 


many gourmet dishes, 
using the company’s 
products. The regular 
Culinary Club members 
also develop new recipes, 
some of which are 
adopted by the company 


PROMOTION 


For over 20 years, 
(Century Tuna utilized tri 
media campaigns that 
have used the theme, 
the best-tasting healthy 
tuna celebrities love.” 
The celebrities used in 
individual campaigns 
constantly changed 
through the years. This 
included some of the 
best-known and well: 
loved Filipino entertain- 
ers. Each of therm has en- 
dorsed the brand, the dis- 
tinctive taste and value of 
the products 
The effectiveness of 
these promotions have 
caused the Filipinos to 
consider that canned fish 
and more importantly, 
Century Tuna -is a desir 
able 


on the healthy 
of Century Tuna products, Cen- 
tury Tuna is, after all. rich in Omega 
3, which has been medically proven to 


and very beneficial part of 


clearly 
indicated in its ever 
increasing sales vol- 
Recently, using the 
locally well-known 
and well-respected ac 
ot Aga Muhlach, more 
phasis has been placed 
ng content 


natural diet 


be good for the heart 


BRAND VALUES 

Century Tuna is not just known for it taste 
and value because of promotions. Over the years 
‘thas gained the trust of it customers, Before even 


opening a can of Century Tuna, they know that 
the flavor and quality will be as good as the last 
ig has 

meant that Century Tuna is asked for by name. 
Century Tuna is known and loved by a large 
majority of Filipinos, as well as an overseas mar- 
ket. The value of the brand name of Century Tuna 
is immeasurable, Iisa supertnand of a super prod 


me purchased. The recognizable label 


Things you didn’t know 


about CENTURY TUNA 


O) Ove the ant sin your Century Tuna has er: 
ported an erage o $540.09 carora of ia 
pmen every vear 


O) Each yest. nencty A000 merie tona inp 
is ruimd by Cry Tana o rie 


O The parts o the ih which am sede 
pramed by Canary Tuo produce fah 
‘el Other pada fah oi and eed 


waste water 


The unusable portions of fish that go to make 
[e] poi 
‘up one case Century Tuna will provide one 
aloof fish meal. 


O) Trrenty-tive mee tons ot paper are needed 
sever vene inonder to produer 850,000 labels 
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CHANEL 


THE MARKET 


True haute couture - exquisite, made-to-men- 
sure and highly exclusive fashion - can only be 
found in Paris. 

Yet, as long as luxury perfume, jewellery, and 
fashion items are treasured as the perfect gifta, 
the influence of the great designer houses will 
‘continue to be felt far beyond France. 

For that touch of exclusivity and quality, pre- 
mium skincare and make-up products are in great 
demand. 

A critical factor is exclusivity. For sheer class, 
a luxury watch is unbeatable, but the main play- 
crs in the luxury ladies watches market are few, 
and include the likes of Rolex, Cartier, Patek 
Philippe and CHANEL, 

Similarly, truly exclusive designer clothes can 
only be purchased from selected outlets 


ACHIEVEMENTS: 


“The old saying “fashion fades, but style lasts 
forever” is at the heart of CHANEL's enduring. 
success. It is an incredible story, a virtual fairy 
tale, It is the story of how one single innovative 
Frenchwoman had a vision of a new society, 

The vision has revolutionized the world of 


‘haute couture and forged a 
style and brand which has 
‘become synonymous with el- 
‘egance and glamor the world 
‘over. As the brand's creator, 
Gabrielle Chanel, (better 
known as Coco Chanel), once 
said: “In a quarter of a cen- 
tury I created fashion, be- 
cause Iwas living in my own 
era. The secretis todo things 
at just the right moment. 1 
‘created the most well-known 
style in the world, because 
fashion is ephemeral, but 
style is eternal 

Classic CHANEL style is to 
be seen in all CHANEL's 
branded products. ranging 
from perfume, (including the 
famous CHANEL No. 5), 
make-up, jewellery, and 
handbags. through to the 
Ubiquitous “little blach 


One Chanel devotee. Andre 
Malraux, once said: “Chanel 
together with de Gaulle and 
Picasso are the greatest fig- 
ures of our age.” The force of 

her personality was such that, from a millinery 

‘boutique in Deauville she developed an empire 

with offices stretching across the globe, includ- 

ing the celebrated salon on rue Cambon and her 

‘own moms at the Rit Hotel in the Place Vendome 

in the heart of Paris. Polite and dark haired, 

Chanel exuded a magnetism and exacted » re 

spect which enabled her to rub shoulders with 

the elite and rule her domain with a tight grip. 
Her story was even celebrated in a musical 

“Coco”, which hit Broadway, New York, in 1968, 

‘with Katherine Hepbum in the starring role 
‘Since Coco Chane!’s death in 1971 at the age 

‘of 88, the CHANEL empire has remained true to 

her vision. Masterminded by Karl Lagerfeld, the 

classic, timeless designs which made Chanel's 
name continue to thrive and evolve 


HISTORY 


The woman who came to define style had 
surprisingly humble begiaaings In counterpoint 
to her suave, urban image, Gabrielle Chanel was 
brought up in the French countryside. The daugh- 
ter of a peddler, Chanel was born on 19 August 
1883 in Saumur. “Her mother died of tuberculo- 
sis when she was just prelve years old leaving, 
Gabrielle in the care of an orphanage. In 1900, 
she moved to a convent and from there she went 


to Moulins where she stated working in the 
trousseav and layette trade, But Gabrielle ad an 
artistic streak. She longed to be a professional 
Singer. In 1908, while working and singing part 
time in Vichy, Gabrielle met a young officer, 
Eliene Balsan, who invited her to his country 
estate where he enjoyed a genteel existence. This 
proved to be a fortuitous moment inher life. It 
‘was ere that she was frst dubbed "Coco", and 
Where she met a hont ot celebrities and well- 
places members of society - ali Eline friends, 
‘Among hem was Arthur (Boy) Capel, a brillant 
businessman, who was instrumental in setting 
her up with her very own shop, designing and 
Siling hats, in Deauville. 

From hats, Coco soon graduated 1o clothing, 
applying the principle of simplicity, ("less is 
mone”) 10 her designs. A second CHANEL shop 
Was opened in Biarritz in 1918, The outbreak of 
War changed women's fashions irrevocably. With 
the men on the frontline, women's styles had 10 
te more practical, inline with thei increased cor 
tribution to the war effort. Coco catered excep- 
tionally weli for this change in taste. Her fash 
tons were soon featured by the US magazine, 
Harper's Bazaar. Her international reputation 
was under way 

‘Alter Boy Cape's death in 1919, Coco tumad 
to new friends to guide her through her grief. Ore 
whisked her inio a social circle known for thigh 
Brow intellect and creativity Coco befriended the 
likes of Diaghiley, Passo, and Stravinsky and a 
Russian emigrant with whom she had a passion- 
ate aflate 

This liaison awakened her interest in antique 
Russian and Slavic decor, jewellery and perfumes 

an interest that spilled over into her designs. 
in 1921, with the talented perfumer, Emest 
Beaux, Coco devised a 
new scent, the evoca- 
tive CHANEL Nos 
Chanel opened up for 
business in Paris, 0129 
Rue du Faubourg 
Saint-Honore. Her 
reputation both as a 
formidable woman 
and the foremost cow 
turier of her age was 
gaining ground. The 
Tunch of the Chanel 
te black dress” in 
1926 sealed thisstatus 
At the time, American 
Vogue described it as 
the “Chanel Ford.” 

An English look 
crept into her designs 
This was partly dueto 
the influence of her 
new lover one of the 


richest and most powerful men in England, 
the Duke of Westminster 

By 1928, Gabrielle Chanel had moved 
her business to three floors at 31 rue 
Cambon and was widely acknowledged as 
“the first lady of France”. She was dressing 
the Hollywood greats - Gloria Swanson, 


Greta Garbo, Marlene Dietrich -but despite 
her star's dramatic rise across the Atlantic, 
‘Coco chose to stay in France, living in a 
sumptuous villa, where she was attended 

by a succession of brilliant admirers. 

‘Times changed. World War 2 forced her 
into exile in Switzerland as the German 
Army occupied France. It took many years 

until 1954, when Coco had turned 70- for 
CHANEL to revive the famous, simple look 
By then, the newly crowned master of 
French haute couture was Christian Dior, 
but America still turned to Chanel for 
simple, practical elegance, Before long, 
‘Chanel was back in business 

The famous CHANEL fitting rooms at 
rue Cambon were soon crowded with as- 
pirants to the CHANEL look. The nearby 
Hotel Crillon was famous for being full of 
‘American ladies whenever Chanel pre- 
‘sented her latest collection: 

Even after her death at the Ritz Hotel 
where Coco was a permanent guest, the 
spirit of Chanel lingers on, breathing new 
|e into the company year in, year out. The prod 
uct range has continued to grow and similarly 
high design standards have been endorsed by a 


new and talented designer, Karl Lagerfeld, who 
assumed the mantle of Mademoiselle Chanel in 
1988, 


THE PRODUCT 


Quality and style are resonant throughout 
CHANEL's product range. CHANEL offers 
women the “total look". First there is the suit, 
described by designer Philippe Starck as “the one 
and only modern suit”. It has gone down in the 
‘Annus of fashion history as an absolute classic, 
offering quality in both fabric and design. Coco 
Chanel abided by two basic principles, discipline 
and thoroughness. To this day, the company ad- 
heres to Chanels golden rules “Always remove 
things, never add,” and “No buttons without but- 
tonholes,” and “The inside must be as perfect as 
the outside. 

As writer Jean-Marie Rouart succinctly puts 
it: "Fashion fades, but the CHANEL suit lasts for- 
ever” This timeless quality has been achieved 
through simple elegant design and conscientious 
attention to the fitting. When a lady wants a haute 
couture sult from CHANEL, she is encouraged 
to have at least two fittings, to ensure the gar 
ment is pertectly matched to her personal style 
and body shape. 

The classic CHANEL handbag, known as "2/ 
55, the handbags birth-date, was first designed 
by Albert Monnet. The bag was formed in Jersey. 
overstitched in a diamond pattem and lined with 


N'5 
CHANEL 


grosgrain Chanel conceived the handbag's chain 
and leather strap which has become so charac 
teristic of a CHANEL handbag, along with the 
double C's logo as a clasp. CHANEL shoes were 
primarily two-tone beige witha black toecap To 
this day, all CHANEL shoes are hand sewn and 
made from leather 

A wide range of make-up and skincare prod- 
ucts has been introduced over the years to en- 
‘sure that women can enjoy the high quality 
CHANEL experience from top to toe. And of 
course - the perfume. CHANEL has spawned 
some of the most famous, almost legendary brand 
names in the perfume market, with the likes of 
CHANEL Na. 5, CHANELNO. 19, COCO (dedi 
cated to the company founder), Cristalle. and for 
men, Egoiste Platinum, Antaeus and Pour Mon- 

‘The original CHANEL No. 5 was created in 
1921 with the master perfumer Ernest Beaux The 
main floral notes in CHANEL No. S are May rose, 
ylang: ylang and jasmine from the French town 
of Grasse, the center of the French perfume in- 
dustry, Beaux submitted two lists of samples to 
Chanel to choose from numbered 1-5 and 20-24 
She opted for No.S - which became its name, 
Later, CHANEL No. 19 was named in honor of 
her birth date - 19th August 

Coco Chanel was also a great believer in bold 
jewellery “A piece of jewellery can never be 
mean” She said 


RECENT DEVELOPMENTS 


CHANEL continues to introduce spectacular 
new designs, modem extensions of Chanel's vi- 
sion. Since 1987, notable additions to the “must 
have” CHANEL range have included three col- 
Iections of ladies watches - Premier, Mademoi- 
selle and Matelassee, all retaining the exquisitely 
some style advocated by the company’s founder. 
Premiere reflects the shape of the classic perfume 
battle stopper; Mademoiselle is a perfect square; 
and Matelassee with its quilted face, reinterpeets 
the stitching on the famous handbags. 


‘Mast recently, a collection of the jewellery 
‘has been created as a natural extension of 
the company's luxury products and re 
flects Chanel’s love of jewellery with in- 
novative designs. In September, 1996. 
CHANEL launched a new fragrance, Al- 
lure 


PROMOTION 


Huge press and consumer attention is 
given toCHANEL's fashion shows, where 
some of the most beautiful women in the 
world today model CHANEL's latest cob 
Jections. To support this, the fashion house 
has pursued an effective advertising cam- 
paign, reaffirming the basic classic values 
‘and beauty of the CHANEL brand, Jaques 
Heellew, artistic director of CHANEL de- 
"s as “Perfect 
lines. Captivating shapes. Films to de- 
scribe etemal truths in the space of sixty 
seconds". A succession of famously beau- 
"ful faces have been used to capture the 
CHANEL legend, including the French ac 
tress Carole Bouquet and the legendary 
Hollywood filmstar, Marilyn Monroe. 


scribes these classic val 


BRAND VALUES 


Coco Chanel once said: “When I started 
work in the profession, my ambition was not to 
create things | liked, but to stop the fashion for 
‘things I didn't like." The result was luxurious sim- 
picty. quality of design and manufacture, disci- 
pline and timelessness This has been recognized 
and consistently delivered by the modern, post- 
Coco house of CHANEL. As Karl Lagerfeld said 
in 1993: “The spirit of Chanel must be part of 
today’s life. It is a phenomenon of here and now, 
the this day and age: 


Things you didn’t know 


about CHANEL 


Jerred and only nigħrwear. 


O White ekas enr ne Pech nf Cae, 
have been planted with jasmine, as this spe- 
cific plant froen this location are key ampo 
ets ofthe CHANEL No forma 


| 
O CHANEL No.5 was Marilyn Monroe's pre i 


(O CHANEL buona ame treste as worker 
‘Often hey are made trom saath a are 
substance made from miik protein Burons 
‘race of gil meta are usually engraved ith 
the anous CHANEL trademark, a carmel 
{he bourra clover oe an ef wheat 


(Q Towards the ead of her lie, Coco Chanel 
tive a the Ritz Hotel onthe Pace Vendome. 
Whenever she ventared to her salon at rue 
Cambon, a phone call warned her entourage 
+ that she was oming Watts of Chanel NoS 
were sprayed throughout the salons. Chanel 
‘ould sit on a now-famous long beige sofa 
to moane guests Her other favorie spoe was 
at Whe top of a mirror line staircase, Irom 
Where she sould oversee all he comings and 
goings of her private universe: 


THE MARKET 


‘The importance of the soft drink market can 
never be underestimated. Not only is it huge now, 
but it stil has enormous potential to grow. Adults 
today grew up with soft drinks. For them. a soft 
drink has become as common a form of liquid 
refreshment as a traditional hot beverage. The 
same applies, to an even larger extent, with the 
children of today, who are growing up in a soft 
drink culture and consequently have greater ex- 
pectations from an increasingly sophisticated 
market. At present, carbonates make up over one 
half of the sft drinks market, with cola flavored 
carbonates accounting for a lange portion of the 
rbonates sector 

‘Coca-Cola, being a one-time colony of the 
USA, was introduced into the Philippines many 
years ago and to a large extent has virtually be- 
‘come the national beverage. It is a also a very 
popular mixer with the locally produced rum, 
Which is of excellent quality 


ACHIEVEMENTS 


‘Quite simply, Coca-Cola is the most valuable 
and powerful brand in the world, as bome out 
by the annual valuation of the World's Top Brand. 
Names in Financial Review. Coca-Cola sells 
nearly half of all soft drinks consumed through- 
out the world. In 1996, Coca-Cola held an enor- 
mous 48% share of the worldwide soft drink in- 
dustry: In so many countries, the Coca-Cola drink 
is the market leader, often taking second place in 
the rankings with its diet formula or with Fanta, 
the company's carbonated orange flavor How 
does Coca-Cola achieve and maintain this posi- 
tion of preeminence?” 

First and foremost, Coca-Cola is the best ec- 
‘ognized commercial trademark in the world to 
day. Three independent surveys conducted by 
Landor Associates in 1988 confirmed this In re- 
sponse, a business magazine in the US stated, 
“Coca-Cola is so powerful it's practically off the 


charts.” The company has pursued a winning 
policy ensuring Coca-Cola ubiquity with power- 
ful global advertising and a well organized all- 
pervasive distribution system. This strategy is 
based on the companyis belief that every day, 
every single one of the 6 billon people who popu- 
late this planet is going to get thirsty, and the onus 


is on Coca-Cola to ensure that it is available to 
satity this need. 

The dedication of Coca-Cola sellers around 
the world is quite remarkable and bears testi- 
mony to the company’s to provide “a pause for 
refreshment” at anytime, anywhere. A fine er- 
‘ample is the father and sen team, travelling 7000 
kilometers a week through some of the world’s 
toughest terrain, the Australian Outback, to de- 
liver Coca-Cola products to isolated pockets of 
_avilization dotted throughout the wilderness. Or 
the 73 year old Filipino man who refuses to budge 
from his selling postin his local town market un- 
til he has managed to sell at least 50 cases of Coke 
‘every day The distributors are supplied by a com- 


prehensive network of bottlers peppered across 
the globe, who ensure Coca-Cola maintains a 
world-wide presence. In fact, Coca-Cola's bot- 
ting system is the largest, most widespread pro- 
duction and distnbution network in the world. 
‘Asa consequence Coca-Cola has been able to take 
full advantage, establishing a firm foothold in 
new and emerging markets. Today, you can buy 
a Coke from Beijing to Delhi, from Moscow to 
Mexico City. 

However, Coca-Cola has not stopped at be- 
ing the best selling soft drink the world has ever 
known By virtue of its singularly powerful brand 
personality, Coca-Cola has become a vehicle for 
[Promotion in its own right and is the backdrop 
to a number of highly successful artistic and 
sporting events - The Olympics included. In ad- 
dition, Coca-Cola merchandise is widespread and 
fashionable, 


HISTORY 


‘The syrup that was to become Coca-Cola, was 
first manufactured in 1886 na three-legged brass 
Potin the backyard of Dr. John Styth Pemberton, 
a pharmacist in Atlanta, Georgia. Dr, Pemberton 
took his new product toa local pharmacy where 
it was considered good enough to be sold at 5 
omnts a glass Somehow, the syrup got itself mixed 
swith carbonated water, resulting in a drink pro- 
‘nounced as "Delicious and Refreshing.” This be- 
came a popular slogan associated with Coca- 
‘Cola, the name dreamt up by Pemberton's part- 
ner Frank M. Robinson 

Despite some minor advertising - including 
the first shop signs declaring “Drink Coca-Cola” 
= Pemberton never realized the potential of his 
creation, Before his death in 1888, he sold his in- 
terest in Coca-Cola to a wised-up Atlanta busi- 
nessman Asa G. Candler, who soon assumed 
complete control. He finally achieved sole own- 
ership in 1891. Candler was a confirmed believer 
inthe power of advertising. He fervently plunged 
into the world of mase-merchandising, ensuring 
the Coca-Cola trademark was depicted on count 
less novelty products such as fans, calendars, 
clocks, mate leaded glass chandeliers and urns. 
He distributed thousands of coupons offering a 
free glass of Coke. Colorful signs promoting the 
brand were displayed on trolley cars and in shop 
windows. His efforts were well-rewarded. Just 
three years after the official incorporation of The 
‘Coca-Cola Company in 1892, Candler was proud 
to announce that Coca-Cola was now drunk “in 
every state and territory in the United States." A 
‘major leap considering that in its first year on the 
market, Coca-Cola had sold an average of just 
nine drinks per day, 

Expansion was so impressive that in 1898 a 
new headquarters was housed in a large build- 
ing in Atlanta. Candler naively described the 


three-storey building as “sufficient for all our 
needs for all time to come.” Needless to say. the 
building was too small after just a decade 

‘Marketing concentrated on the pressing need 
to vanquish pale imitations of the increasingly 
famous Coca-Cola brand - conversely, a sign of 
its success. Advertising boards declared the stern 
warning "Demand the genuine” and "Accept no 
substitutes”. Equal in importance to the market- 
ing of Coca-Cola however, was the question of 
distribution. The origin of today’s vast Coca-Cola 
bottling system stems from 1894 when a local 
shopkeeper installed a bottling device at the rear 
of his store and proceeded to trade crates of Coke 
up and down the Mississippi River. 

The first major bottling plant was inaugurated 
soon after. Coca-Cola made great strides under 
the guidance of Robert Woodruff who was elected 
president in 1923. Woodruff instilled some of the 
‘main tenets of Coca-Cola quality and internation- 
alism into the corporation thinking, He insisted 
ona high standard of product packaging and ser- 
vice and focused on the importance of the bottled 
market, As a result, bottle sales soon exceeded 
fountain sales for the first time. His main objec- 
tive was to ensure the take-home carton concept 
and the installation of Coca-Cola vendors in key 
positions at major sporting venues. The introduc- 
tion of the metal open-top cooler enabled Coca- 
Cola to be served ice-cold in retai] outlets and 
with the onset of refrigeration, tobe stored in the 
workplace. A distinctive soda fountain glass and 
the introduction of automatic fountain dispens- 
es, hastened Coca-Cola brand recognition. And 
not only in the States, From 1926 onwards, bot- 
tling operations were opened abroad by Coca- 
Cola's foreign department. re-named the Coca- 
Cola Export Corporation in 1930. Coca-Cola en- 
sured a major marketing presence in the Olym- 
plc Games in 1928 with a troop of vendors sige 
nalling its arrival on the international scene 

‘At the outbreak of the Second World Wat, 
Coca-Cola was bottled in 44 countries, including, 
some of those countries then considered to be the 
‘enemy. Ironically, the war favored rather than 
hindered Coca-Cola's development as a world 
brand. American soldiers all over the world de- 
manded huge quantities of their favorite drink, 
‘which in turn introduced the locals to their first 
taste of Coke, Coca-Cola was therefore well- 
placed to seize the opportunity for growth the 
Post-war boom promised. Coca-Cola's post-war 
message contrasted strongly with the preceding 
conflict. It was based on global friendship, har- 
mony =n effect a message for all time. 

Since the war, Coca-Cola has successfully in- 
troduced other branded products to the Coca- 
Cola family and has been able to offer the con- 
sumer a wider choice in size and style of packag~ 
ing. In the wake of staggering advances in the 
communications industry, Coca-Cola has 
Jaunched highly successful advertising cam- 


paigns, which although varying in style, have 
never failed to relay Coca-Cola's essential brand 
values. In 1982, diet Coke was introduced, the 
first extension of the Coca-Cola and Coke trade 
marks. It was a stunning success. By 1984 diet 
Coke had become the top low calorie soft drink 
in the world 


THE PRODUCT 


‘Coca-Cola itself is a drink which needs no in- 
troduction. Diet Coke is its obvious sister prod: 
uct ina low-calorie format. Most interesting, how 

ever, i the legendary secrecy that has been built 
up around the products formula. The Coke taste 
‘has certainly effected an emotional resonance 
with many of is long-time consumers, as typi- 
fied by the hue and ery that met the change in 
Coke's formula in 1985, Coca-Cola duly re- 
sponded with the reintroduction of the orginal 
product under the tithe "Coca-Cola Classi.” Caf- 
feine free Coca-Cola and Cherry Coke have also 
been introduced in recent years 


RECENT DEVELOPMENTS 


Coca-Cola has expanded its world-wide share 
of giobal soft drink sales. World wide unit case 
volume just keeps'on growing, Coca-Cola Foods 
isthe largest manufacturer of puce and juice drink 
products in the world. Minute Maid has become 
‘leading beverage trademark. 

1n 1995, The Coca-Cola company gained over 
S27 billion in market value reaching a phenom 
enal $93 billion. By market value, Coca-Cola was 
rated the fourth langest US based company and 
the sixth largest company world-wide 


PROMOTION 


Coca-Cola's TV advertising campaigns have 
produced a number of famous slogans and jingles 
tanging from “Things go better with Coke” (1963), 
"Ws the real thing” (1942 and 1969), “Coke adds 
life (1976), "Have a Coke and smik” (1979), "Coke 
is iY (1982), “Can't beat the feeling” at the end of 
the 1980s, and the Always” campaign introduced 
in 198 Radio and television have provided Coca- 
Cola with endless valuable opportunities to 
spread the Coca-Cola theme. 
‘Coca-Cola sponsors major events and 
radio/TV programs. The Coca-Cola 
trademark is a crucally important mar- 
keting tool, inspiring recognition wher- 
ever ts positioned. whether it be on a 
billboard. bottle or T-shirt. Coca-Cola 


has always been associated with high- 
quality packaging. The graceful, "sexy" 
curves of the Coke bottle have been 
admired since the inception in 1916 
when the contoured bottles replaced 
the straight-ided design, thereby dis- 
tinguishing Coke from its competitors. 


Acknowledging its importance to the heritage 
and authenticity of the brand, the bottle shape 
was eventually awarded registration as a trade 
mark by the US Patent Office in 1977, an honor 
bestowed upon only a handful of packaged prod- 
ucts at that time. And rightfully so, it would seem. 
Coca-Cola's own research has uncovered a con- 
sumer preference for the contour bottle as op- 
posed to straght-sided variety, by a margin of 5- 
10-1. (The famous signature flourish of "Coc 
Cols” was registered in 1893, and the short and 
‘sweet "Coke" in 1945) 

Following a change in legislation, in 1935, the 
famous contour bottle became the first 3D depic 
tion of a trademark to be registered in the UK, 

However, the Coca-Cola Company never rests 
‘nits Iaurels even though in may ways Coca-Cola 
hardly needs promoting -it is everywhere, atany 
time. 


BRAND VALUES 


in many ways. Coca-Cola's brand values are 
encapsulated in its marketing messages. Slogans 
‘Uke, “W's the real thing” And “Coke is i” 
late perfectly the core elements of Coca- 

Ws the first authentic, truly genuine article, 
Coke is portrayed as a life-giving force. Not only 
does it quench your thirst but it rejuvenates, in 
spires instils youth and vitality, And Coke is also 
a global force, extending harmony of purpose 
‘across boundaries as typified by the famous 1971 
television advertisement which brought together 
children of various nationalities to sing, Td like 
tobuy the world a Coke.” Coca-Cola has no fron- 
tiers. 


Things you didn’t know 


about COCA-COLA 


O in 1941, when the Units Sutas enteri the 
Second Warld War, Coca-Cola's president 
Baen Woodrat ordered tat every man in 
‘worn get abote ot CeCe lor amis, 
wherever he is and whatever it costs the cam- 
pany” 


© During the Second World War, in 1943; Gen- 
eral Dwight Eisenhower urgently 
_egrammed Coca-Cola rom his headquar- 
ten in North Atrica requesting an Instant 
shipment ot dhee milion tes of Coke as 
Welas materials and equipment for ten bot- 
ting plans. Mhroughoot the war more than 
five millon bottles of Coke were consumed 
by American soldiers, not forgetting the 
‘ountin servings dispensed through mo 
Iie, secon rits in warm areas 
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INAUGURAL FLIGHT OF DHLASIA > 
OVERNIGHT 


SERVICE 


MANILA , APRIL 28,1795 


‘THE MARKET 


“We need everything yesterday.” The kinetic 
‘energy ruling the Philippines’ business commu- 
nities has catapulted the international courier 
service from an emergency resort into a vital in- 
dustry. 

DHL Philippines Corporation occupies the 
premiere position of leadership in the Philippine 
market for domestic and international air express 
service. A total of 111 branches nationwide -40 
in Metro Manila and 71 in the provincial areas ~ 
placed in strategic areas of the country ensure that 
Filipinos and Philippine companies can have con- 
venient access to quick, secure delivery 

The company holds an integral position in the 
overall network of the DHL Worldwide Express, 
the leading intemational express freight company 
Which services over 1.2 million active customers 
{2,000 branches in 227 countries. The $60 mil- 
lion DHL Manila hub provides the bulk of cou- 
rier service in the Asia-Pacific. This formidable 
network, along with rapid expansion, has made 
the company a strong pillar supporting the na- 
tional economy and opening doors for the Phil- 
ippines” efforts at globalization 

Today, DHL's core products and services are 
continually strengthened for corporate accounts, 
as new and innovative distribution salutions are 
developed for niche markets. The company's cus- 
tomer focused approach has been instrumental 
in its rise as the most trusted brand and the bench 
mark of the Philippine air express industry 


ACHIEVEMENTS: 


DHL Phils. was the fifth of the very first DHL 
stations, the first international station outside of 
the USA, and the first that provided that service 
inthe Philippines. From 1971, it has entrenched 
itself securely as an efficient, world-class com- 
Pany in the public awareness, Its original office 
with a mere four employees servicing two clients 
has grown into an enormous nationwide network 
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WORLDWIDE EXPRESS® 


‘of over 1,000 highly trained, competent 
professionals 
The Manila hub is DHL Worldwide Ex- 
press’ largest and most sophisticated 
center in Asia. The 28,000 -sq.m. facil 
ity, located at the Ninoy Aquino Inter- 
‘ational Airport, is equipped with state- 
of-the-art equipment and wireless sys 
tems which have set new industry stan- 
dards for the Asia-Pacific region. 
“The DHL Worldwide Express has also 
the unique distinction of being the only 
air express company to be named “The 
Best Express Service” for 13 consecutive 
years at the 1999 Asia Freight Industry 
‘Awards. It also has been named the “World's 
Most Global Company” by Global Finance maga 
ine, a 300,000 reacier-strong monthly publication 
itten for top management of companies, fnan- 
ial institutions and government 


HISTORY 


‘Since its establishment in 1969, DHL World- 
wide Express has become a globa! business that 
‘employs 40,100 people, uses 11,400 vehicles, and 
leases and charters 177 aircraft. 

DHL Phils was pioneered in the Philippines 
in 1971 by Rod Feliciano, now company chair- 
iman. and former chairman the ate 
Mr. Guy Coombs. The small Ma- 
nila Office initially handled the 
simple document courier service 
‘Over the years, the company’s 
proven reliability and excellence 
in service led to fast growth and 
considerable expansion. The in- 
crease of customers and personnel 
soon moved DHL to larger, cus- 
tomized offices. The present ol- 
fice is located at the World Cen- 
ter, while the busy Pascor Build 
ing at Paranaque. handles airport 
operations. 

The Small Parcel Express Ser- 
vice was further developed in 
1979 to handle the thriving bust- 
ness community «shipments and 
other items. DHL Cebu, the first 
of many provincial stations, 
opened in 1981 to secure ship- 
ments directly travelling from 
Cebu to the outside world. Cargo 
Express was bom in 1984 to ac- 
commodate clientele with ship- 
ments bigger than smaller pack- 
ages. In 1985, the Personal Pack- 
age Service handled packages for 
individuals sending them to rela- 
tives and friends overseas 1986 


started the complex computerization of DHL, a 
process that is constantly upgraded to meet the 
ever-developing demands of the business world 

From mainly carrying documents, DHL. Phils 
today carries everything from contracts to medi- 
cal supplies and even aircraft engines 


‘THE PRODUCT 


DHL Phils” services range from shipping, 
important documents, distributing components 
"just in time” to a production line or handling, 
complex logistical assignments whether for in- 
ternational or domestic delivery. Its range of dis 
tribution solutions covers practically every cor- 
porate or personal need. 

The Express Freight Service handles items of 
any size and weight requiring customs, declara- 
‘pon. Direct Distribution otters exporters the ben- 
efit of increased control and improved service 
without the costs of maintaining their own ware- 
housing, delivery fleets, and transportation man- 
‘agement. The International Document Service 
1s the world's fastest and mot reliable service for 
documents such as tenders, bids, invoices, pro- 
posals, annual world reports and general com- 
munication. Worldmail is a fast and economical 
service for organizations who bulk mail interna- 
tionally. 


Express Cargo caters for 
shipments from 1 kg, to 100 tons 
‘ona door-to-door or door-to-air 
port basis, accommodating all 
commodities including perish 
able cargo. The Domestic De- 
livery Service is an overnight 
service of documents, packages 
and freight to all major Philip- 
pine cities. Metro Manila De- 
livery is a more convenient way 
of sending documents and pack- 
ages within the capital's busy 
streets, Inter-island Service 
handles heavyweight shipments 
via seafreight for key cities and destinations 
throughout the Philippines. Finally, Jumbo Box 
and Jumbo Junior provide an easy and conve- 
nient way of sending various items from 10 kg 
1025 kg, fora low that fee flat fee pricing scheme. 

Allover the world, DHL boasts of 2-hour-a 
day service. Packages can be conveniently picked 
up by friendly DHL couriers. A customer can 
check on his package's present location immedi- 
ately by simply logging on to the DHL Track and 
Trace website, a first in the courier industry that 
updates his package's status every step of the 


RECENT DEVELOPME! 


DHL Phils. maintains its leadership position 
in the industry through continuous technologi- 
cal upgrading, manpower training and product 
innovation. Involving all computer systems na 
tiomwide, its updated customer automation mod: 
terization program is designed to provide almost 
instant feedback or action on customer service 


Functions 
Through "e-TRACK", clients who utilize e 
mail services but have no direct access to the 
World Wide Web can track down the current sta 
tus oftheir shipments, Results arrive within sec 
fonds. Customers can track a» many shipments 


as they desire, with a recommended maximum 
0f 30 shipments per email for the fastest possible 
response times 

DHL's new service, “Finance First”, will help 
enable banking institutions to maximize cash 
ow, increase productivity, and improve cus 
tomer service. Important financial documents 
like cash letters, letters of credit, and research re 
Ports will arrive before the start of a business day 
thanks to DHLs late-schedule cutoff-times early 
deliveries, and dedicated teams located in every 
global financial center. 


PROMOTION 


Advertising has created an unforgettable 
clever portrait of this public image. In ane of two 
popular TV ads, Christopher Columbus lands in 
relief at the soil of the New World ~ only to find 
‘ut that DHL has been ahead, waiting for him 
with a package! 

DHL Phils also keeps itself in the public eye 
through services designed to benefit target com- 
munities. It has become a major player in the 
enhancement of national sports. The annual DHL 
Amateur Golf championship has been instrumen- 
tal in developing the brightest gol! champions in 
the country. The company is currently a major 

supporter of the Pampanga 
Dragons, reigning champions of 
the prestigious Metropolitan Bas- 
kettal Association. 
The company has lent its consid- 
able resources to Project 
Kalinga, a charity project for 
marginalized families, spear 
headed by the leading national 
broadsheet The Philippine Star 
Through DHL branches, donors 
can send packages to the needy 
without expense 
DHL Phils. has been the major 
sponsor of the Asia Pacific Bank 
ing Congress and Awards, Asia's 
est conference for bankers 
representing 29 countries. The 
(Congress exposition featured the 
industry s state-of-the-art prod- 
‘ucts, technologies, and services 
Asian banks received special 
awards for accomplishments 
benefiting the industry and there 
respective countries 


BRAND VALUE 
DHL Phils equals leadership - 


in service, support, technology, 
and global strength. The speed, 


pinpoint accuracy, courtesy, and care in deliver: 
ing packages reflect the company’s image. Cus- 
tomers have the reassurance that every shipment 
stays in DHL's care throughout its journey. Ben- 
fitting from the mast sophisticated express ship- 
ment technology in the world, they have access 
to the processing, tracking, and management of 
their shipments 

All these have propelled DHL Phils. into the 
top of the industry -and placed DHL Worldwide 
in more countries than the United Nations. 


Things you didn’t know 


about DHL 


(O DHL Workdwide Express holds offices in 227 
countries around the globe and bs in mone 
unites than United Notions Coca-Cola 
‘or Mariboro Cigareties. ed 


DHL Worldwide Express was the only 
International Courier to continue 
“undaunted the warto 
Kosovo and Desert Sharm confit. 


DHL Worldwide Expres has delivers eit 
‘materials to victims all around the world. 
“Thee have included the victims of the 1998 
‘Tidal wave in Papa New Guinos and closer 
in homo, victims of the 1990 killer Quake 
hen Mi Pinatubo rained tone of ash and 
mad in Centra Lon. 


o 


Dalsey, Hilibloom and Lymn were ONL: 
hrania fathers in eich the company was 
‘named after back in 1969. The first 
_conmigrets fron San Francicn o Hawaii 
were travelling shipping documents to 
espedite cuntoma clearing priar to arrival of 
the veset. 


DHL Woridwide Expres processes over 140 
millin shipments around the be each 
year ará on an average has consignenanes 
‘on an aircraft every 53 seconda. 


Golfing champions got their groove playing 
at DHL Philippines Annual Amateur Golf 
“Toumaments To dote. these toumaments 
Betpe 7 of the Philippines top gol players 
home their skits: Frankie Minoza, Gerard 
Ramales, jennifer Roles. Dorothy Deas, 
Mary Grace Estuesa, Ramon Brobio and 
Eimer Salvador. 
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THE MARKET 


The Philippines is the biggest single market 
in the world for Gilbey’s Gin. This insular coun- 
try in the Southeastern part of Asia has à par 
ticular market composed of male working class 
adults who consider gin as “the drink that soothes 
them after a tough day at work” Gilbey’s Pre- 
mium London Dry Gin is distilled by Interna- 
tional Distillers Philippines (IDP), a joint ven- 
ture company controlled by United Distillers and 
Vintners (UDV). Gilbey’s has always been the 
unchallenged leader inthe premium gin category 
selling almost a million cases annually. Gilbey’ 
current growth in terms of volume consumption 
is attributed to its savvy 


market's preference for a gin drink ~ “smooth” 
fon the throat whether 

taken “neat”, chilled or 

mixed. 


ACHIEVEMENTS 


Though known and 
consumed globally, it is in 
the Philippines that 
Gilbey’s enjoys market 
leadership coupled with 


top-of-mind reputation 
among drinkers as a pre- 
mium quality London dry 
gin that gives added pres- 
tige to. its drinkers. This 
long-standing heritage was 


complemented by a 
recent successful re 
launch for the 
brand. This was 
based on establish- 
ing what consu 
ers really want in 
their gin drink and 
setting out to pro- 
vide it for them. 
While the rest of the 
world normally en- 
joys the traditional 
mix of Gilbey’s and 
tonic water, in the 
‘case of the Philip- 
pines it is usually 
mixed with “Island 
Lime Juice” ~ a 
quick and ready 
gimlet. Research 
however revealed 
that one hey test for 
a true gin athe abil- 

to be taken 


When further consumer research confirmed 
that gin drinkers prefer their gin to have that 
“smoother taste and sensation in the mouth and 
throat” Gilbey s was reformulated to cater to thi 
kind of taste. 

Gilbey’s tapped the unparalleled experience 
and expertise of the world’s number one Master 
Gin Distiller, Hugh Williams. The smoother taste 
of Gilbey’s was achieved by skilfully blending 
natural ingredients like juniper berries, sweet 
orange peel. coriander seeds and angelica roots 
Now Gilbey’s has a blend of 12 of these natural 
ingredients. So the new “Now Smoother” 
Gilbey’s was born. Smooth in the mouth and 
throat whether taken “neat”, chilled or mixed 
(emphasis on drinking it “neat” to prove its re- 
markable smoothness). 

As well as announcing the new smoother 


Gilbeys to Filipino consumers, the key market- 
ing task revolved around achieving trial for the 
product 

Advertising campaigns along with consumer 
Interactive promotional activities and events com- 
sistendly evolved around getting tial and aware 
‘news in order for consumers to taste the “smooth 
difference. Marketing efforts proved to be a suc: 
cess and those who sampled the "Now 
Smoother” Gilbey’s have already developed a 
strong, preference tor the product 

The fact is, the introduction of “Now 
Smoother” Gilbey’s in the Philippines served as 
the global test market for the new product. Be- 
‘cause of its resounding success, UDV now plans 
to launch the “Now Smoother” Cilbey’s in other 
‘countries like Australia, Japan and South Africa 
In the near future 


HISTORY 


‘You will find the following history on the la 


bel of every Gilbey’s bottle: “In 1857, the Gilbey 
brothers said that they'll make the perfect gin 
And for over a hundred years, the world has been 
saying that they have indeed kept their word. 
The Gilbey brothers had the passion to create a 
London Dry Gin that would carry on a heritage 
of premium quality and taste for every drinker 
to enjoy. After years of experimenting with dif 
ferent formulations and distillations, in 1872 
Gilbey’ London Dry Gin was finally perfected 
bey brot 
ers. The first production batch of Gilbey’s 


to the exacting standards set by the 


don Dry gin sold not only in England but 
various countries around the world. So the 
Gilbey brothers were thinking globally even in 
1872, 

Today, long after the Wé&A Gilbey company 
tured over the reins of producing and market- 
ing Gilbey’s throughout the world to United Dis- 
tillers and Vintners (UDV), Gilbey’'s continues the 
legacy of producing premium London Dry gin 

Inthe Philippines, Gilbey’s Gin was first sold 
35 years ago entering an industry long dominated 
by local cheap, value brands. Gilbey’s grew 
swiftly to become the recognized leader in the 
premium gin category, mainly because it gave gin 


consumers a quality alternative to the cheap, 
value local brands, 

The improved formulation recently launched 
in the Philippines shows that Gilbey’sis still be 


cH 


H 


E LAST TO TRY 


ing true to the Gilbey brothers’ quest of 
achieving perfection in the taste of gin. 
Gilbey's is the premium London Dry C 


lity while 


that continues its heritage o 
giving consumers the smoothness t 


now look for in gin 
PROMOTION 
bey's as the market leading brand is 


carefully targeted at 
male consumers Typically in the Philip- 

ines they like rock concerts, spectator 
sports and drinking at home with fiends, 
which they consider as thei ultimate bond: 
ing activity 


The Gilbey’s promotional programme 
is therefore built around the needs, in 
ests and lifestye of this core consumption 
group in the Philippines. The programmes typ: 
Cally feature sponsored 

Rock music concerts held in hey barangays 
in major cities. 

A partnership with the Metropolitan Bas 
ketbal Association (MBA) featuring the 
idea of airing basketball league games live on 
giant screens in the “home” court of the away 


PLLED*e MIXED 


IT 


ns reward- 


‘Lucky Drinker” prize prom 
ing people for drinking Gilbey’s at home with 

These promotions play a major part in the on- 
Boing success of Gilbey’s ~ the number ane pre- 
mium gin in the Philippines. 


BRAND VALUES 


Thousands of satisfied consumers confirm ev 


exyday that the clean, refreshing taste of smooth 
Gilbey's helps them unwind after a tough day at 
work ~ whether rel r bonding 
with friends. 

The distinctive angular bottle and the white 
label with the red chevron are instantly recog 
nized as Gilbey’s Gin throughout the Philippin 

and 


ing at home 


as well as in England, France, Canada, Japas 


Certainly, Gilbey’sh 


come a long w 
the Gilbey brothers first realised their 
dream back in 1872. Today, 


of the real superbrands in the Philippines 


Ibey's is truly one 


Things you didn’t know 


about GILBEY’S 


O Cibey’s the only gin brand inthe warid 
“with twelve eotie nataral ingredsents in the 
mpe. 


O “Caneva” wns originally used as a medical 
ouea in Europe and the word "gn" cornes 
‘from the shortened version “gen” converted 
toga” over ime. 


O The brothers WicA Gilbey were among the 
Fiesta perfect volume gin distillation in 1872. 


O The Wis Gilney brothers eene amang thene 
Who pinnased the development of the di 
‘incite London Dry techie 
ened citrus flavor} of gin. 


O) Tre Philippines is the biggest gin market in 
the warid and te biggest single market for 
Gabe 


(O Tre Philippines is the frst country în the 
world to lunch the "Now Smoother” 
Galbey's gin 


THE MARKET 


The male grooming market was worth just 
‘over USS T billion in 1999 and has become one of 
the fastest growing sectors within the toiletries 
with sales now growing at an estimated 
‘6.5% a year. Its the largest sector with the health 
and beauty category and can be broadly divided 
into four key product sectors -blades and razors, 
shave preparations, mass market male fragrances 
and male anti-perspirants and body sprays 
‘Over the past ten years, men’s attitudes to 
their personal health and appearance have 
‘hanged dramatically and many have been per- 
suaded to reconsider their attitudes to personal 
“grooming,” Today. 90% of men use some form 
of male grooming product of which 75% wet 
‘shave Small wonder, then, that men’s bathroom 
cabinets are increasingly likely to be filled with 
as many products as a woman's. As a result an 
‘enormous number of new products specifically 
formulated and designed for men have been 
launched to cater for this growing demand. 
“Meanwhile, more men are buying their own 
toiletries, Ten years ago, two thirds of men said 
that women bought their toiletries for them. Now, 
‘72% actually purchase their own, meaning com- 
panies have been forced not only to alter their 
products but also the style of advertising. Re- 
search shows that men now want to use high 
performance products such as aftershave con- 
ditioners, preshave get's and deodorizing body 


sprays 
‘The male grooming market is forecast to grow 
rapidly over the next five years. Asit does, it looks 


set to become increasingly complex and sophis- 
tiated, 


ACHIEVEMENTS 


Founded in 1901. The Gillette Company is 2 
world leader in male grooming products -a cnt- 
pony that includes blades and razor, shaving 
Preparations, post shave conditioners and ele 
frie shavers. 

Gillette also holds the number one position 
worldwide in selected female 
uch as wet shaving products and female shaw- 


novations that are now taken for 
ranted by customers. Adjustable ra- 
zors, a fully contained cartridge, the 
pivoting head, the Lubrastrip. spring- 
mounted twin blades and soft fiex- 
Able microfins have all contributed to 
Gillette's powerful market share. 


HISTORY 


In 1895, a prosperous travelling salesman, 
‘called King C Gillette had an idea that was to 
revolutionise shaving. His idea? A disposable 
‘steel wafer blade. Gillette began work on a pro 
totype and a promotional campaign to interest 
people in the concept. However, he was initially 
met with disbelief as everyone thought it was im- 
possible to sharpen a thin piece of metal enough 
to make a razor biade. 

Unperturbed, King C. Gillette persisted. He 
met and recruited William Nickerson, a chemist 
trained at the Massachusetts Institute of Technol- 
ogy and a highly imaginative thinker and inven- 
tor, who had once developed alight bulb manu- 
facturing process that even Thomas Edison had 
said was impossible. Nickerson believed 
Gillette's idea was technically feasible, which led 
to the formation of The American Safety Razor 
‘Company in 1901. 

New processes for hard- 
ening and tempering see! 
‘and mass production ma- 
chinery were subse- 
quently developed. In 
1902, the business 
changed its name 10 The 
Gillette Safety Razor 
Company, and a year 
later the first razor went 
into production. In that 
fist yea just SO razor sets 
were sold -a far cry from 


the hundreds of millions sold today. 

În 1904, the company received the first US 
patent tor the safety razor and sales increased to 
a staggering 12 million blades Since then, Gillette 
has patented many of the major innovations re- 
lated to shaving- During the 1960s and 1970s, 
Gillette engineers were the first to patent a spe- 
cial polymer coating on the blade edge. This was 
followed by the first system razor, the Techmatic, 
in 1967. This was a “continuous band” razor 
which meant that the customer no longer had to 
touch theblade. GI followed in 1971 and brought 
with it the concept of twin blade shaving, This 
was followed by the pivoting head Contour ra- 
zor and then, in 1986, the Lubrastrip. In 1989, 
Gillette brought out the world’s first razor with 
spring mounted blades - the Sensor. Five years 
{ater the company launched Sensor Excel with the 
‘exible microfin guard. 1988 saw the launch of 
the latest revolutionary razor called Mach 3, 
‘which, with its triple bladed shaving system gives 
men an even closer shave in fewer strokes and 
with less irritation. 

Gillette had also revolutionised the female 
shaving market. In 1983, the company introduced 
Gillette Sensor for Women. the first product spe- 
cifically designed by women to meet women's 

needs. 


By the time Me. Gillette first conceived his 
razor blade in 1895, he was already well known 
in radical political circles, The previous year, ina. 
‘book titled “The Human Drift,” he had proposed 
a sweeping plan to reorganize the entire world 
as a gigantic corporation that would be owned 
and managed by the people. Gillette evidently 


hope that the scheme would have ushered in 
ar earthly paradise, and went on to spend much 
ois life promoting his peculiar version of "Uto 
pia. 

‘As it tumed out, the world was more inter- 
ested in the clean, close comfortable shaves prom- 
ised by the Gillette razor than its inventor's phi- 
losophy, As a result, his curious economie and 
Political notions have al but been forgotten. King 
C. Gillette had thought he might be remembered 
as one of history's social and economic refoer 
ers Instead, he is recalled as the inventor of the 
safety razor with is disposable blade and asthe 
founder ofthe major American Corporation that 
still bears his name 


THE PRODUCT 


The Gillette Company has always been fa- 
mous for its razors and blades, in particular its 
system razor for men - Sensor Excel. The razor 
brought a revolutionary new technology to shav- 
Ing. The Sensor razor was first developed in 
Gillette's UK R&D Laboratories in 1979 by De. 
John Terry. Development continued for a further 
ten years in the US with an investment of more 
than SUS100 million before its launch in 1989. 
Today, Sensor has secured 26% of systems blade 


mark in shaving technology and performance. Its 
‘evolutionary spring-mounted twin blades, Lu- 
bricating technology, five soft flexible microfins, 
combined with the new fleigrip handle, offers 
men a closer, smoother shave. The microfins pre- 
‘cede the blades and gently stretch the skin, caus- 
ing the beard hairs to spring upwards, enabling 
them to be cut further down the shaft, with 
greater comfort than ever before. 


RECENT DEVELOPMENTS 


However Gillette continues to seek improve- 
ments. In autumn 1998, Gillette launched 
MACH, a triple bladed shaving system with 
progressively aligned blades to give men a closer 
shave in fewer strokes with less irritation Gillette 
MACH, with its breakthrough technological fea- 
tures outperforms all other razors, including the 
current category leader, Gillette Sensor Excel, 
making this system the most significant men's 
shaving product introduced since the world's first 
twin blade razor, Gillette GI in 1971, Gillette 
MACH has been supported by significant ad- 
Vertising investment, inchuding an Internet site 
(wwwamach3.com), and is expected to makea sig- 
nificant contribution to overall sales in the year 
to come. 

The first Gillette Seres male grooming prod- 
ucts were launched in 1993 in response to the 
changing male attitudes. Gillette Series products 
‘are now available in three invigorating and fresh 


fragrances - Cool Wave, Wild Rain 
and Pacific Light 
The first range, Cool Wave fra- 
rance took three years to develop it 
includes 13 high performance prod- 
ucts. In 1996, Gillette added Gillette 
‘Series Pacific Light fragrance to the 
range, which incorporated skin ben- 
efits and is one of the first new prod- 
ucts to bring a light and subtle fra- 
igrance to the mass market. 
For woman, Gillette had built on 
its revolutionary Gillette Sensor for 
Women with the launch of Sensor Ex- 
cal for Women - the most advanced 
woman's wet shaving system, which 
promises softer, smoother legs. The 
Interest created by these launches prompted 
Gillette to broaden its range with the launch of 
female grooming product Gillette Satin Care 
Shave Gel - the first non-soap based moisturising, 
shaving gel for women. This product includes: 
‘moistunsers and skin conditioners that provides: 


‘maximum comfort for the customer 
Gillette takes the women's market very seri- 
ously indeed. 


PROMOTION 


Gillette is committed to building its techno- 
logically advanced high-performance branded 
products through consistent and heavyweight 
marketing investment 

in 1998, Gillette sponsored the World Cup 
football championships The company’s involve- 
ment in the World Cup dates back to 1970, mak- 
ng Gillette the oldest sponsor of this huge event 
‘The reason for this is the cleat synergy between 
the Gillette brand and the World Cup, both are 
active, aspirational and performance focused and 
both are all about being “The Best "Gillette's male 
grooming products are the best performing prod- 
wets in the world - and the World Cup brings to- 
gether the best in world football. 

In 1988, Gillette brought some of the life ex- 
tement and energy of World Cup to the world 
‘of male grooming products via a fully integrated 
marketing campaign. Activities began in Febru- 
ary with a national leaflet promotion offering, 
‘consumers the chance to attend the World Cup 
final in Paris. A “spot the ball” competition. of- 
fered consumers a chance to win 100 VIP trips. 
National TV built Gillette brand awareness while 
radio advertising was used to drive consumers 
in store where eye catching displays and point- 


of-sale material featured World Cup branding 
Gillette had at least two perimeter advertise 

ing boards at every World Cup game - seen by 

millions of viewers all around the world. 


BRAND VALUES 


The Gillette Company celebrates world class 
products, world class brands and world class 
people. These three factors account for their gio 
bal achievements. Their world class products are 
distinguished by their quality, value, safety and 
‘fiectiveness. Their world class brands are known 
and trusted by people the world over Their world 
‘lass people are the 33,000 employees whose skill 
and dedication ensure the company’s continuing, 

Gillette is a world leader in the production of 
blades and razors Is progress and brand values 
are reflected in is achievements in technology 
and innovation. Gillette is renowned for leading 
‘edge products, which are technologically 
vanced and offer consumers superior perfor 
‘mance. The male image is sporty, masculine, clean 
and immaculately groomed. The female image 
is modern, energised and an understandet of 
‘women’s needs. Gillette knows what i takes to 
‘make men and women look and feel their very 
best by continually producing technologically ad- 
vanced grooming products. 


Things you didn’t know 
about GILLETTE 


o a me Urs Sites oremeent de 
ded to issue every soldier and sailor with 
his own shaving equipment and the Com- 

and over 


pany shipped 25 million razons 
sion blades to the armed foes, 


| The annual production of Gillette 
Ne reenter 
Pommid de weld iste 


y 


THE MARKET 


Telecommunications inthe country have long 
been the cause of many a Filipino's distress. It 
‘was not so long ago that it was common to hear 
one household waiting five to ten years for a 
phone line. Indeed, telecommunications in the 
Philippines have evolved in the last few years. 
With a larger number of telecomamunications pro- 
viders, and the new popularity of cellular phones 
and other means of communication such as the 
Internet, Filipinos are looking beyond the much 
coveted phone line. 

Regular telephony is no longer enough. Con- 
sumers are looking for clear connections, 
vanced features and functions, better handsets, 
faster, more reliable service than what they used 
to experience. 

Globe Telecom realizes this. With the vision 
of providing world-class telecommunications so- 
lutions to the Filipino, Globe Telecom is doing, 
more than just provide a phone line, it has intro- 
duced state-of-the-art technologies that change 
and improved the way Filipinos communicate 
and deliver them the highest standards of cus- 
tomer service 


ACHIEVEMENTS 
Globe Telecom is considered a new player in 


the telecommunications market but subscribers 
across Globe Telecom's core business already ex- 


nE 


seeded the 700,000-mark 
by the end of September 

1999 and is expected to 

reach the 1 million sub- 

scriber mark by end of 

1998, 

This makes Globe 
Telecom the fastest-grow- 
ing telecommunications 
service provider in the 
Philippines in 1999. That's 
quite an achievement. 

Probably best reflecting. 

Globe's success story is the 

company's continuous 

strong financial growth. In 

1999, Globe telecom be- 

came a company that ises 

timated to be worth over P35 billion - growing 
by as much as P10 billion in just a span of a year 
from P25 billion in 1998. Also, as ofthe third quar- 
ter of 1999, Globe's net income was hitting P651 
million - this is about 28 times more than its full 
year earnings in 1998. 

These achievements are fueled by its strong, 
customer service commitment and extensive i- 
‘vestments poured into the completion of a folly 
digital network. Product, feature and service in- 
ovations have placed Globe Telecom as an 
‘emerging leader in the industry, Features such 
as Globe Handyphone’s Text Messaging gave 
consumers a new means of communication, 

In 1999, Globe Telecom has registered 
the widest text messaging subscriber 
base and the biggest messaging volume 
worldwide -- over 20 million messages a 
day. The success of Globe Telecom's (via 
Globe Handyphone) Text Messaging er: 
ice has caused a considerable knock-off 
effect on the country’s paging operators 
that these have been forced to seek all 
ances in order to cut costs. Introduced 

as a mere added service then catching fine 
as a new social pastime, Text Messaging 
is slowly replacing pagers as the easier 
and more affordable way to communi- 
cate -- becoming so popular that it has 
‘become a “90s phenomenon” in the coun- 
ty 


Globe Handyphone’s Prepaid Plas 
also revolutionized prepaid cellular sub- 
scription by offering the first digital ser- 
‘vice and advanced value-added features. 
nly a year and a few months old, with 
over 400,000 subscribers, Globe 


Handyphone Prepaid Plus is number one 
in the digital prepaid market today 
These feats are marks of Globe 
Telecom's expertise and reliability in pro 
viding innovative products and services 
and shaping consumers’ perception of 


telecommunications. Judged as one of Asia's 
Most Admired Companies in Asian Business 
magazine's 1996-199 survey, Globe Telecom is 
Indeed a leader in providing world-class telecom- 
munications solutions, firmly rooted in its vision 
towands nation-building. 


HISTORY 


‘The name Globe Telecom has existed for only 
2 few years but it descended from a string of col- 
orful partnerships. all founded on the goal of unit- 
ing people by forging strong links ot communi- 
cation throughout the country and the world 

Globe Telecom descended directly from 
Dollaradio, a private, wireless radio communi- 
cations station of the Robert Dollar Co, which 
obtained its franchise from the Philippines legis- 
lature during the 1920s, It was later renamed 
Globe Wireless, Lid. (GWL). 

Globe is also heir to Philippines Press Wire- 
Jes, Inc (PREWI, founded to advocate indepen- 
dence in the Commonwealth era, and Clavecilla 
Radio System (CRS). A merger between GWL, 
PREWI and Mackay Radio Telegraph established 
‘Globe-Mackay Cable and Radio Corporation 
(GMCR) in 1930. tn 1974, GMCR sold 60% of its 
stocks to what was known then as Ayala and Co. 
‘and became the first telecoms firm to listits shares 
in the Philippine Stock Exchange. 

In theearly part of the 190s, GMCR and CRS 
merged to form GMCR. Inc. later renamed Globe 
Telecom, licensed for both domestic and interna- 
tional telecommunications services. In 1993, 
Singapore Telecom International (STD and Ayala 
Corporation signed on to a partnership which 
will further expand Globe Telecom's capability 
to service the increasing telecommunications 
needs of a growing and vibrant economy. With 
this additional capital and expertise, Globe 
Telecom brings to the country a new world ofin- 
formation exchange. Today, Globe Telecom con- 


tinues to build on the legacy of its pioneering 
past, transforming the world into a global com- 
munity—tor the Filipino. 


THE PRODUCT 


Telecommunications as an industry is in a 
constant state of change. New technologies, new 
advancements are introduced regulary. Like- 
wise, the demand for these new state-of-the-art 
products and services are increasing 

This is the challenge Globe Telecom is meet- 
ing—with amazing success 

‘Globe Telecom has emerged as a major tele- 
communications company providing Filipinos 
with world-class, state-of-the-art technologies 
and advanced products and services. 

lis main businesses include Globe 
Handyphone fast becoming a by word for clone 
free, enhanced, and feature-laden mobile com- 
munications. Globe Handypħone’s technology 
is based on Global System for Mobile Commu- 
nications (GSM), the world’s eaing digital wize- 
Jess communication standard: Hering wide dig- 
tal coverage in all of the country’s key cities and 
municipalities Globe Handyphone also has the 
widest GSM International Roaming reach with 
over 95 International Roaming partners in more 
than 46 countries across five continents. 

Continually improving ts network services, 
Globe Handyphone’s more recent achievements 
in this area is the boosting of ts speech quality 
using EFR (Enhanced Full Rate) technology. The 
EFR upgrade offers remarkable improvement in 
voice calls, providing near landline voice qual 
iy, 

Globelines is Globe Telecom’s intelligent 
fixed telephone service thal brings stateo-the 
aut technology to homes and businesses and ac 
cess to advanced telephone functions and fea- 
tutes. It has currently more than 777,00 lines 
installed in the National Capital Region (NCR), 
Southern Luzon and Mindanao. Abo available 
through Globelines are advanced business app 
cations such as Globelines ISDN and 
Globelines Centrex, a virtual PABX (Private Au- 
tomatic Brand Exchange) service. In June of 1999, 
Globelines introduced is Globe Payphone and 
Globe Teleard service, giving Filipinos conve- 
ment telephone acces outside their homes and 


Voice Mail 


businesses 

Globe Telecom also 
provide international 
communications ser- 
vices with Globelink- 
Globelink offers crystal- 
clear connections to 
more than 200 destinas 
tions worldwide. And 
through Globelink Di- 
rect 00, Globe Telecom 
introduced the Philip- 
pines’ only IDD service 
that offers a round-the-clock, fat rate of 1.00 per 
minute to any calling destination and as low a 
50.50 during off peak hours 

Globe Telecom delivers comprehensive 
Intemet and Intranet solutions to both corporate 
and individual markets with G-Net, it’s high- 
‘speed Internet access service The first Internet 
service offered by a Philippine telecoms firm, G- 
Net rides on two international access lines link- 
ing Globe's server with both US mainland and 
the ASEAN region. 

Another innovative service is VSAT (Very 
‘Small Aperture Terminal) which Globe Telecom 
has pioneered in Asia. VSAT lets companies com- 
municate to branches or regional offices across 
the country through fully-digital domestic lensed 
channels. Capable of transmitting voice, fax, dala 
and video, VSAT works with various applications 
and networks 

Globe Telecom's International Private Leased 
(APL) lines service, meanwhile, directly connects 
‘users faster worldwide, with fiber optic cables 
providing clear digital channels to destinations 
‘abroad, Datafast Frame Relay is Globe Telecom's 
data communications service capable of transmit- 
ting huge amounts of data from its point-oFor'- 
‘gin to its destination point through the use of 
interlinked switching facilites 


PROMOTION 


Globe Telecom's advertising positions the 
company as the total telecommunications solu- 
tions provider and innovator in terms of technol 
‘ogy. customer care and service delivery. Seen as 
progressive, professional, responsive and tros 
‘worthy, Globe Telecom presents itself as the 
dard in telecommunications service. This posi- 
tioning drives Globe Telecom's marketing com 

munications and is incorporated in a comprehen- 
sive program, which includes television, print 
and radio advertising dinect marketing, merchan- 
ing, sponsorship and loyalty programs. Globe 
Telecom has also generated awareness for its 
products and services through its Business Cen- 

ters. 

Advertising has been successful in introduc- 
ing and promoting Globe Telecom's technologi- 
cal advantages through its products and therr fes- 
tures, and services. Particularly, the campaign 
for Globe Handyphone’s popular feature Text 
Messaging. one of its most memorable cam- 
paigns, made a huge impact in the market. The 
television spot showed a deat couple using their 
Globe Handyphones Text Messaging feature to 
communicate with each other. An innovative 
spot for one innovative feature. This campaign, 
and others undertaken by Globe Telecoms other 
businesses, also emphasizes Globe Telecoms’s 
commitment to providing solutions to real 
people's real needs 

Globe Telecom's promotions also come with 
a sense of social responsibility. The company has 


developed community development and in- 
volvement programs such as the Globe Telecom 
Academic Achievement Awards (GTAAA), 
Medical and Dental Missions and Disaster and 
Emergency Response Programs. Recognizing 
that constant technological innovations is the 
engine of its industry, the Company hasalso been 
active in nurturing and supporting research de- 
‘velopment for new technologies in the telecom- 
munications. Hs involvement in this feld include 
the University of Asia and the Pacific Telecom 
Research Program, and the Research and Devel- 
opment Awards for Telecommunications. 


BRAND VALUES 


Going beyond just providing lines. Globe 
Telecom ventures into the year 2000 with this in- 
tent fully-insiled into its corporate directions. 
Indeed, Globe Telecom's vision is not only to 
boring more phones to the Filipino people but to 
do so with the desire to provide quality and per- 
sonalized service, driven by excellence and in- 
‘novation. Globe Telecom aims to provide first- 
‘world technology to the Filipino empowering 
them to improve the way they communicate, the 
way they keep in touch, the way they live 

When consumers choose Globe Telecom, they 
choose complete communications-based solu- 
tions, customer service of the highest standards 
and world-class technology. They know they are 
‘ot just getting a phone, they are improving their 
quality of life. 


Things you didn’t know 
about GLOBE TELECOM 


WHERE YOU 


THE MARKET 


Television reached Philippine shores in 1953 
and since then, it has become a highly popular 
medium fo information and entertainment Be- 
ing the primary source of entertainment & i- 
formation, television has found its way into ma- 
Jonty of Philippine homes 

For over 127 million television households 
in the Philippines, one brand stands out when it 
comes to responsible, balanced, innovative and 
award-winning television programming -GMA 
Network, Inc. (GMA TV Channel 7). 

GMA presently blankets over 99% of the Phil- 
ippine archipelago with its 4 originating and 
relay stations nationwide It also operates a rap- 
idly growing radio network of 32 stations 
throughout the country. 

Locally and internationally, GMA's potential 
market is expanding. In 1998, GMA linked up 
with the Agila 11 Mabuhay satellite, expanding 
its market and reach to 22 countries across the 
Asia-Pacific 

By the next millennium, GMA aims to sas 
rate the local market by achieving close to 100% 
coverage of the archipelago It also plans to pen 
etrate other key cities across the globe where 
markets tor Philippine news and entertainment 
exist. 


ACHIEVEMENTS 


Inthe Philippines, when one mentions GMA. 
two words Immediately come to mind: THE 
BEST. GMA has settled into this distinction 
through half a century of remarkable feats in ra- 
dio and television programming, 

GMA has won virtually all major broadcast 
awards from the country’s most discriminating 
award-giving bodies. Proving that its victories 
were not a simple stroke of luck, GMA's win- 
ning streak has gone on for years : ten (10) Best 
‘TV Station Awards in the Philippine Movie Press 
(Club Star Awards for Television, six (6) Best TV 


Station Awards in the Kapisanan ng mga 
Brodkaster sa Pilipinas Golden Dove Awards, 
four (4) TV Staion of the Year awards from the 
Rotary Chub ot Manila and one Best Station award 
from the Catholic Mavs Media and another in the 
‘Adbourd Golden Peart Awards. 

GMA's television program have also left an 
indelible mark in the world broadcast arena 
Competing against the best in the world, GMA's 
programs and promotions endeavors have 
Earned gold medal status în the New York Fest- 
Vals and numerous citations from the Emmy 
Awards, London International Advertising 
Awards, Fuji FNS Titles Fair, Asian Television 
‘Awards and the PROMAX International and Asia 
Gold Medallion Awards. 

Pushing GMA to greater heights of success is 
its pioneering spirit. Fueled by an unshakable 
Passion for innovation. GMA has chalked up sev- 
ral landmark “tin Philippine broadcasting 
the first to introduce Stereovison (1987), the first 
to air a live interactive satelite program linking 

Manila to San Diego, USA (1993), the first 
to otier seven nights a week of al- Fil 
pino programming (1993). the first net 
ork to be part of the consortium to 
launch Aga I the Philippines fist st 
elite (1997), the first to broadcast using 
the world's most powertul 100-ilowatt 
VHF transmit (1998) and the first to 
break adition by going al-Filipino in its 
nightly newscasts (1999) 


HISTORY 


GMA's history is as colorful as it is pio- 
neering lts origins date back to the 1950s 
when Robert “Bob” Stewart organized 
Republic Broadcasting System, Inc. (RBS), 


BELONG 


4 staticmarred AM radio station called DZBB. 
This small radio station, now an institution in AM 
radio, became the flagship of RBS as it ventured 
into television ten years later via TV Channel 7 

In 1974, Stewart gave way to the new man- 
agement triumvirate composed of Felipe Gozon. 
Gilberto Duavit. and Menardo Jimenez. From a 
black-and-white (Bar W) station whose only claim 
to fame were Popeye reruns and scratched vid- 
‘08 of “Combat”, Channel 7 set the trend by in- 
troducing new equipment, new technology and 
ew programming 

‘With its introduction of popular miniseries 
from the US. Channel 7 became the new home 
‘of quality programming, With a broader audi- 
‘ence base and a new image, Channel 7 was re- 
named GMA (Greater Manila Area) which sym 
bolize its expanded reach and power 

These programming innovations were sup- 
porte by technica improvements. A50,000-watt 
TV transmitter and high-gain antenna were in- 
troduced in 1988, and the tallest tower standing 
77 feet above ground was erected. A movie the- 
ater was then transformed into the best studio 
facility of its time, after which satellite transmis- 
son that covered Asia was launched in 1992 

‘Giving the station its heart and soul, GMA's 
News Department became the people's voice. 
GMA was the only station to challenge the dic 
tatorship and brave enough to vole out the truth 
Ie remained steadfast as the voice of the people 
until the very last day when the dictatorship was 
fally toppled 


THE PRODUCT 


GMA's programs have been part of Filipinos’ 
lives GMA's News and Public Affairs programs 
have always been looked upon as the most cred- 
ible, the most truthful and the most innovative, 
while in the field ot general entertainment, GMA 
shows have never failed to bring laughter, tears, 
music, and fun to households. 

GMA's moves to continuously develop its 
top-rating software are matched by an equally 
aggressive move to develop its hardware. GMA 
is received with Grade A signal in every primary 
market. Its reach and strength in Metro Manila 


is the strongest in the Philippines with its newly- 
installed 100kW solid state transmitter and bi- 
polar antennae soon to be listed in the Guinness 
Book of World Records as the most powerful VHF 
transmiter system worldwide. 


RECENT DEVELOPMENTS 


GMA invests heavily in strengthening its core 
business and in developing alliances and syner- 
ses with its subsidiaries. 

The Year 2000 will see the rise of the brand 
new GMA Network Center, a 15-storey building 
housing the latest in broadcast technology. GMA‘ 
provincial stations are being upgraded with 
brand new transmitters and antennas through an 
ongoing massive expansion program. This will 
also pave the way for regionalized broadcasts 
‘which will make GMA's brand of entertainment 
closer to the hearts of Filipinos. 

Now a powerful multi-media conglomerate, 
GMA has invested in various affiliates and sub- 
sidiaries which have made a mark in different 
fields. These include: 


GMA Films - The producer of quality films such 
as the phenomenal hit, “Jose Rizal™ 

Film Experts, Inc. - The pioneer in advertising 
production 


EMC - The only local music video channel broad- 
cast via UHF 

GMA Marketing and Productions - The exch- 
sive marketing and sales arm of CMA 

GMA Worldwide - The international distribution 
armofGMA 

Mabuhay Phils. Satellite Corp. - The consortium 
that launched in 1997 Agila I, the first Filipino- 
owned and managed telecoms satellite 


PROMOTION 


GMA'sslagan which caught on in the 70s still 
runs today as it best embodies CMA's corporate 
identity : GMA — Where You Belong. This has been 
the phrase from which major promotions forthe 
station's vast array of talents, shows and prod- 
wets spring. 

Where You Belong sucessfully captures the 
foremost qualities of the network : its warmth 
and appeal to all members of the Filipino family 
as weil as ito commitment to reach out toa broed 
audience base across the country and beyond. A 
station identification using the theme music 
Where You Belong runs every hour on all GMA 
stations. In recent years, the phrase has been used 
to win over all types of audiences and has 
evolved to different versions : Where Hees Be 
dong, Where All Filipinos Belong and Where The Best 
Belongs to identity certain shows and talents. 

To generate awareness for is programs and 
activites, GMA uses its own network of radio 
tnd television stations, and taps a wide range of 
publications including outdoor advertising like 
electronic billboards, streamer and posters and 
Other non-traditional media. GMA also main- 
tains its own websites which offer the latest in- 
formation about its shows, the network, and the 
day's news events 

GMA promotes many public service causes 
and spreads information on various concerns 
that affect Filipino life Most memorable among 
these public service promotions efforts are 
GMA's eampaigns on “Don't Fire Guns on New 
‘Year's Eve,” “No to Frats,” as well as health in- 

formation and crime prevention tips. 

GMA's promotions team is currently the 
Philippines’ most awarded. It has bested 
the works of other networks in the most i 
tinguished international competitions Its 
the Philippines’ sole winner of a Gold Tro 
phy in the Promax international Gold Me- 
dallion Awards where the best of the 
‘world’s best networks compete annually. 


BRAND VALUES 


Excellence & integrity is a tradition that 
GMA has upheld over the years. Despite 
the intense battle for network supremacy 
in the Philippines, GMA has always been 
totally committed to high-quality, world: 
class programming that 1s as responsive as 
it is responsible. GMA balances commer- 
<éally-viable entertainment fare with value- 
laden, informative and educational fea- 
tures. This has given GMA the edge in be 
ing on top of the Filipino audiences’ ever- 
changing tastes and needs. 


GMA aims 
tobe there for 
each and ev- 
ery member of 
the Filipino 
family at all 
times, First 
and last, GMA 
is and will al- 
ways be a 


place to come 
home to, anet- 
work “where 
Filipinos be- 
long” 


Things you didn’t know 
about GMA 


a 


Filipinos generally think of a character in a 
popular children’s tale whenever quality cakes, 
breads or pastries come to mind. Goldilocks, the 
largest bakeshop and one of the leading fastfood 
‘chains in the Philippines, was named after the 
storybook character whose flaxen tresses hinted 
at prosperity and luck. 

Starting as a small neighborhood bakeshop 
cum diner in 1966, Goldilocks is one of the great- 
est accesses in the competitive and fast grow- 
ing food industry in the Philippines. It ranks 
among the top 250 taxpayers in the Philippines 
and has more than 3,500 employees in its manu- 
tacturing plants, stores and corporate offices. 

Goldilocks is considered the trendsetter in 
bakeshop operations in the Philippines, and con- 
tinues to attract the younger customers who are 
enthralled with its extensive premium cake line 
andbreads. In quality and taste, Goldilocks prod- 
ucts have become the Filipino consumer's stan- 
dard in baked products. 

Goldilocks is a major player in the fastfoods 
industry as franchisor, retail operator and major 
supplier. Goldilocks supplies the bread and 
pastry requirements of international fast-food 
chains that have set shop in the Philippines, and 
exports to Asian markets 

Goldilocks reached an important milestone in 
1994. It exceeded one billion pesos in revenues 
for the first time. The company reached two bil- 


pi 
“ah 


KARI 


lion pesos in sales in 1997. 
The company enjoyed an 
average of 17 percent annual 
growth in revenues in 1996- 
1998, 

The mest recent research 
shows that Goldilocks has 
an all-time high of 74 per- 
‘cent share of market in the 
largest segment ofits busi- 
ness ~ the bakeshop a 
‘egory ~ while the next larg: 
est chain has a 14 percent 
share. Consumer awareness 
is at 99 percent. This kind 
of success cannot be 
achieved by advertising and 
Promotions alone. 


ACHIEVEMENTS: 


Goldilocks is proud of its heritage as a Fi 
Pino company that serves the needs of the Fili- 
ly for high-quality, high-value but 


The company keeps up with trends in the 
food industry and invests in the latest technol- 
ogy. The company sends technical personnel to 
study in leading baking and management schools 
in the Philippines, the United States and Europe. 
Goldilocks has branched out of Metro Manila 
and has very visible presence in key cities in the 
provinces like Cebu, and in the 
fast-growing Calabarzon re- 
gion. The company now has 
‘early 100 stores throughout the 
Philippines. and has introduces 
the concept of smaller, satel 
stores and kiosks in high traffic 
areas like schools. This move 
‘made Goldilocks products more 
readily available to customers 
The company upgraded its 
production capacity and in 
‘vested in brand building and 
research and development The 
company also invested heavily 
in the recruitment of managers 
and professional and technical 
people who wall propel the cor- 
pany into the twenty-first cen- 
nary 


HISTORY 


Goldilocks began in the 
kitchen of a one-door apartment 
in Pasong Tamo St. then a resi- 
ential area near the major fi- 
nancial district of Makati City. 


Two sisters, Milagros Yee and Clarita Go, decided 
to open a bakeshop after they received compli- 
ments from friends and relatives who had tasted 
their cakes and pastries 

The shop had 10 employees and only had two 
showcases and four tables. The two sisters ex 
traondinary taste buds and unlimited capacity for 
hard work and continuous learning have since 
then produced many products that have become 
the standard for majority of Filipinos. 

From humble beginnings. the company be- 
‘gan opening stores in key commercial areas in 
Metro Manila. When Filipinos began to be en- 
armored with shopping malis at the start of the 
80s, Goldilocks made its presence felt in these 
large shopping centers. Today, Goldilocks is an 
anchor tenant in all SM Supermalls. The com- 
Pany receives hundreds of proposals every year 
to become an anchor tenant even betore devel- 
‘pers start building, The reason: Goldilocks is 
well-known in the retail trade as a strong traffic 
generator 


THE PRODUCT 


Company officials say that something is al- 
ways cooking in the kitchens of Mrs. Yoe and Mrs. 
Go. But the difference is that they are now sup- 
ported by a strong team of research and devel- 
‘opment and marketing specialists who continu- 
‘ously develop new products for the Filipino con- 

There are more than 100 products in 
Goldilocks stores, ranging from classic Filipino 
{favorites like ensaymada and mamon to those 
that meet more contemporary tastes like the Black 
Forest and Mango Pandan Supreme cakes. Ev- 
ery day, new products are considered, developed 
and tested, 

Goldilocks has always provided fresh prod- 


ucts, lang before consumers demanded freshness 
a5 a product requirement. This means that ev- 
eryday, products must be delivered to Goldilocks 
stores "fresh from the oven.’ 

It is worth noting that Goldilocks uses bro- 
mate-free flour in producing breads, cakes, pies, 
pastries and other flour-based products, The 
‘Company has long advocated that flour suppli- 
ers should stop using potassium bromatein their 
products, and can categorically state that it has 
been buying unbromated flour since 1991. 

‘The company is proud of the fact that while 
it continues to be among the first to introduce new 
bakeshop products from abroad, it promotes in- 
digenous cuisine. When the Philippines had its 
centennial celebration as a Republic in 1998, 
Goldilocks proudly stated that some of its 
bestsellers in the bakestiops and foodshops were 
also the favorites of the Filipino revolutionary he 


RECENT DEVELOPMENTS 


Goldilocks was adjudged as Outstanding 
Bakeshop by the Consumers Union of the Phil- 
ippines in the 10" Annual National Consumers 
Award. Goldilocks was chosen in “recognition of 
its outstanding achievement as leader in the 
manufacturing of breads and cakes in the coun- 

Goldilocks continues to innovate and expand. 
11997, the company introduced a new logo and 
icon. The new Goldilocks icon shows a mischie- 
vous but lovable child of nine or ten, but retained 
the bright yellow curls, twinkly eyes and impish 
smile of the symbol of the country’s favorite 


bakeshop. 
Goldilocks is already in cyberspace. The 
company’s Website thtep// 


www.goldilocks.com.ph) has been aimed at 
highly educated, predominantly young, trendy 
customers who are leading the rush to the new 
markets of the next millennium. 

The growth of Goldilocks is reflected not only 
in the company’s increasing sales and reach, but 
also in its support of worthy causes whose im- 


pactis teli beyond the communities around 
iis hesdquarters plants and branches. The 
company supports programs ofthe non- 
government environmental organization 
Sagip Pasig Movement in establishing 
Clean River Zones along the riverbanks of 
the Pasig River system and its tibutanes. 

The company actively supports select 
programs that promote children's rights 
nd welfare and that directly help the ure- 
derprvileged youth. When the company 
Celebrated ts 3th year, it did not have a 
ish celebrations but donate instead to 30 
charitable institutions 

Goidilacks was one of the corporate 
sponsors ofthe Fist Philippine Conference 
fe Children’s Television and the Bantay 
Bate 163 and child Crisis Center, the 
country’s Arst rescue hotline for children, 
The company donated food to the volun 
teers of the Habitat for Humanity Project 
heeded by former US President Jimmy 
Carter 


PROMOTION 


Goldilocks often says it is in the “business of 
thoughtfulness.” Indeed, the company has 
grown to dominate certain market segments by 
developing and nurturing emotional bonds with 
its customers 

Goldilocks asks customers all the time, and 
listens to what they say. The responses from the 
public form the core of the successful campaigns 
of Goldilocks in recent years. 

Goldilocks, according to a consumer survey, 
reminds its customers of the value of being 
maalalahanin. or thoughtfulness. To consumers, 
this Filipino value means to remember, to go out 
‘of one’s way, tobe close and intimate. 1o be a chase 
friend, a thoughtful relative or a caring parent 
And one can express these feelings through 
Goldilocks. 

Goldilocks products ate meant to be shared, 
Even the recipient shares the goodies with far 

ily and friends. Thus, Goldilocks 
ran a successful campaign that 
focused on the Filipino value of 
thoughtfulness best expressed by 
sharing. 

A survey reveals that customers 
want Goldilocks stores “on the 
way home.” meaning these must 
be accessible to transportation 
routes so that they can stop by 
after work or school and buy 
products for their loved ones. 
This insight became the back- 
bone of the store expansion strat- 
egy of Goldilocks 


BRAND VALUES 


‘tis the mission of Goldilocks to 
make the world a better and hap- 
pier place for everyone, as it 
strives to be Number One in the 
hearts, minds and stomachs of its 
customers. Its continuous 


growth is a success story in the 
Joal economy that is buffeted by 
brand names, both homegrown 
and international 

Indeed, Goldilocks is deeply en- 
trenched in the Filipino culture 


An article entitled “Are You a Filipino? 115 Ways 
to Make Sure” says that to a Filipino based Jo 
cally or overseas, "Goldilocks means much to you 
than a character in a fairy tale.” The article was 
first posted on the Web and has since been re- 
printed in newspapers and magazines. 

The company’s involvement with customers 
goes deeper than products and product features, 
because Goldilocks has a special bond with its 
customers based on the Filipino value of thought- 
fulness. No other bakeshop or food company can 
‘own this one big emotional franchise. This bond 
is best captured by the company slogan "How 
Thoughtful. How Goldilocks.” 


Things you didn’t know 


about GOLDILOCKS 


© When Glock opened its fst store. all 
the food Items that were prepared were 
‘sold out. The first day's male ~ 574 pesos 
and a few contavos~ and the eae miner 
sed in the first branch, are stil being kept 
to tis day by the company’s founders, 


O Goldilocks cater the reception for the first 
visit of Pope John Pou 1o Manila in Feb- 
lor the benuilication of the first 


O Filipinos who tavet t the provinces and 
even overseas invariably Bing wt them 
‘iow Colles goodies a pasalubong, 
or gifts upon the requests of relatives and 
fiends. The favorite giveaways are 
polvoron (a confection made from pow: 
dered milk, butter, and flour), ensaymada 
(oft ter rols topped th sugar and 
Gases) and cae rl 
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GOODSYEAR 


THE MARKET 


The continual improvement inthe Philippine 
economy has witnessed a phenomenal growth in 
the number of motor vehicles on the roads. Al- 
though this may have become a burden to some 
commuters, itis proving a boon to Goodyear Phil 
ippines. More ve 
icles equals im- 
proved sales 
A number of 
major companies 
assemble their ve 
hicles utilizing 
‘both local and im- 
ported compo 
nents The major 
ity of them use 
Goodyear tires 
and the owner's, 
having experi- 
enced their de- 
pendability and 
long-life, will, 
when the time 
comes, replace 
them with the 


Even fully im- 
ported vehicles, 
including trucks 
and heavy equip- 
‘ment, with tines ot 
other manufac- 


ture, are well 
aware of the de- 
pendability of 
Goodyear. They 
too will often opt for the company’s products 
When it comes time for replacement 
In spite of international trade liberalization 
and the threat of cheap imports, Goodyear Phil 
ippines is confident of not just maintaining their 
Number one position but continually increasing 
their market share in the Philippines. It is a fact 
that customers trust Goodyear and Goodyear 
never betray that trust 


ACHIEVEMENTS 


Goodyear is the Philippines 
(and the world’s) top tire 
manufacturing company in 
both sales and technology 
Its parent company. 
Goodyear Tire and Rubber, 
{introduced the pneumatic 
tice in 1899, and patented the 
tubeless tire in 1903, When 
the Wright brothers made 
their first ight Goodyear 
was with them. 

Research and development continued over 
the decades In 1937, the first synthetic-rubber tire 
was developed. In 1947, the nylon cord reiorced 
tire was introduced Then, in 1982, polyester cord, 
which was to prove the industry standard, was 
first used 

Even though Goodyear had been using radial 
tires in Europe since 1958 it took until 1973 for 
US. automobile manufacturers to introduce the 
suspension systems that allowed their use in that 
country 

The radial tire. with its ste! belting and much 
improved traction, has been the biggest contribu: 
for to safer motoring than any other product 

Goodyear isnot content to sit on past achieve- 
ments, Improvements are continually 
sought. The study ofthe effects of tread patterns 
has become a science in itsel The development 
of low rolling resistance ties that contribute to 
fuel saving has been a recent achievement 


A major factor contributing to tire develop- 
ment has been the participation by the company 
in the sport of automobile racing at all levels 
Motor racing isthe ultimate test for tines. The les- 
sons learned from it are translated into better, 
safer tires for the ordinary motorist 


HISTORY 


Goodyear was 
founded in 1898, in 
the United States of 
America, primarily as 
a manufacture of ires 
for bicycles, which, 
today, is the only ve- 
hice not catered for 
in the vast range of 


products 
The introduction 
of the automobile 


produced a demand 
for tires. Goodyear 
centered the field in 
1899, producing the 
first of the billions of 
pneumatic tires it was 


destined to make Its first overseas sell was made 
before the turn of the century, The granting of a 
patent for tubeless tires in 1903 created a need 
for them to enter into the production of suitable 
Wheel rims as well 

From this humble beginning, Goodyear ex- 
panded over the vears to where it now has over 
80 manufacturing plants. Half of these are in the 
United States and the remainder located in vari- 
‘ous countries throughout the world. It also has 
95,000 associates, thus qualifying as a truly glo- 
bal organization 

Goodyear entered the Philippines just after 
the end of World War I, in 1919, and established 
its Southeast Asian distribution center and ware- 
house. During this time, the tires would be 
shipped from the United States to Manila, where 
they would not only be sold locally, but also trans- 
shipped to other agencies in China, Japan, the 
then Dutch Indies and other adjacent countries 

Trading operations cvased when the Japanese 
‘occupied the Philippines during World War I, 
but the company returned after the war and, in 
1949, established a new factory and headquar- 
ters in the Port Area. Here was established a re- 
tread plant, although new tires were still shipped 
in from the United States 

During the post-war years, the Philippines 
‘experienced a surge of growth, which included 
motor vehicles. In order to build on the pre 
ously successful marketing of the company’s tire, 
a manufacturing facility was panned and opened 
in 1956 at Las Pinas then a village outside of 
Manila. The cost of $12 million, a considerable 
sum in those years, included for fully imported 
plant and machinery from the United States and 
the training of the specialized operatives in its 

In 1961, the company moved its head office 
and tire re-reading plant to Makati where the 
‘equipment was considered by all to be the finest 


in the Far East. 
1n 1979, the Philippine National Oii Corpora- 
tion, a wholly owned government agency. pur- 
chased a minonty share in Good year Philippines, 
forging an unbreakable link between the com- 
pany and the country. This encouraged the com- 
pany to work for the benefit of not only their 
shareholders, but also the Philippine nation, 


THE PRODUCT 


Goodyear Philippines manufacture not just 
tires but excellent ties. The whole range of tires 
needed to keep the Philippines moving, from the 
automobile radial tire through trucks, buses, 
heavy equipment and farm vehicle tires 

The round-shouldered automotive radial tire 
is the largest selling item. This design of tire is 
unique. The foundation is the synthetic fiber mat, 
the cords of which are treated by controlled heat- 
ing and subjecting them to tensioning by many 
tons. After this process they obtain the optimum 
strength and resiliency required. After the appli- 
cation of the exclusive Goodyear rubber com- 
pound and final processing, the customer has a 
product whose tread life has been proven to be 
up to 100% longer than any conventional tire. 

Prior to any new tire being introduced onto 
the market it first has to undergo extensive test- 
ing in order to determine its suitability for Phi 
ippine road conditions, A special fleet of vehicles 
ill be fitted with the prototypes, and these will 
be driven throughout Luzon over many and var- 
Jed surfaces and in all weather conditions 

Simultaneously, samples will be machine 
tested to destruction, providing a database from 
which comparisons can be made with proven 
products. Only if the new product proves itself 
Superior to existing will it then be introduced to 
the buying public. 


Although the Philippine operation restricts itself 
tothe manufacture of tires, Goodyear companies 
in other parts of the world are also involved in 


manufacturing a variety of products that include 
chemicals, automotive components, automotive 
belts and hose, industrial hose and conveyor 
belts, polyurethane and composite plastic pan- 
els, shoe soles and heels 


RECENT DEVELOPMENTS. 


In 1998, Goodyear Philippines, in a multi 
million dollar deal, purchased the manufactur 
ing facility 
Marikina, Me 
This resulted in increasing the manufactur- 
ing capacity of the company by 65% and meant 
that with full production, virtually the total tire 
reeds ofthe Philippines could be achieved. It aiso 
increased the numberof associates from approx! 
mately 800 to just over 1400. 


PROMOTION 


With the regional slogan “Always Peace of 
Mind” together with the distinctive Goodyear 
name on sigaboards outside of every one of the 
hundreds of dealers selling the product. there is 
Little need for extensive tr-media campaigns 
This has proven very elfective 
as, in the Philippines, 
Goodyear has the largest 
stebation network com: 
prising both the popular 
Servitek tire chain as well 
as the recently estab: 

lished Tyre Pro outlets 
Goodyear tires are also 
preferred stock items of 
the many vehicle service 
‘centers scattered throughout 

the country 

With the advent of cable television and the 
‘opportunity to view major sports events from the 
United States of America, the Goodyear name ob 
tains wonderful exposure from their famous 
blimps, Three operate in the United States 


“Eagle” in Los Angeles; "Stars and Stripes” in 
Pompano Beach, Florida and "Spirit of Akron” 
în Akron, where the company had its beginning, 

A further three operate in other parts of the 
‘world, two in Europe and one in Melbourne, 
Australis. The blimps soar -and the company fol 
lows 


BRAND VALUE 


Although, in other parts of the world, 
Goodyear manufactures a wide range of rubber. 
based products, the name is really synonomous 
‘with that of tires In the Philippines, Goodyear is 
proud to boast that of being Filipino, and a Fill- 
‘ino that people trust often with their lives. Hav 

ing such a mighty brand name encourages a pride 
in both employees and dealers. They know that 
they are working simply with the best product 
‘on the Philippine market, and one with the best 


Things you didn't know 


about GOODYEAR 


(O Mhe mont cutstaraing year in the history 
‘Goodyear Tire and Rubber Company 
‘ad tbe 1910. In that year 

© Tre company tsanched the very first US 
trae truch fvt- caled te Wingfook 

‘Expres. thereby pionevring the current 

massive internat trucking induntry, 


‘Gower bul fot tighter shana sp, 
atetinatey celled tw blimp. 
The first expansion of the company or- 


cummed with the purchase of a plant sn 
Bowmanie 


o 


‘The first all-season tre the Tempo - was 
introducd by the company in 1977, elimi- 
‘eating tho nasd for bi-annual Hie chang- 
‘ng in cold-climate countries. 


‘During World War H the company manun- 
{actu Corsair fighter planes. 


‘The rt "ire deal” was cut in 2910 when 
Goodyear ollered Henry Ford a wit of tires 
or hit racing carin a benter that said, "Iam 
Willing to drove away the profit on this set 
of tires in onder to get you started- 


Contyeat hes won mere racing champion: 
‘Ships than any other nire company în the 
wor. 


‘THE MARKET 


The Philippines is not a young country Tt is, 
however, a country of the young, Each year, an 
ever-increasing number leave schools, colleges 
and universities to enter the labor market. With 
the improvement of the economy, there is a con- 
stant increase of young people with disposable 
income and a preference for convenient foods. 

‘Although the number one preference remains 
hamburgers, the sale of pizzas is rapidly closing, 
the gap. After all, pizzas not only offer a greater 
variety of tastes than the hamburger, but satisfy 
the cultural pleasure of sharing food with family 
and friends. 

This trend was recognized by the giant 
Joillibee Foods Corporation in 1994 when it pur- 
chased a majority shareholding in the Greenwich 
pizza chain. By infusing much needed capital, 
more importantly their vast experience inthe suc- 
‘cessful marketing of convenience foods, they 
have brought the sales of Greenwich products 
from 17200 million in ther first year of operation 
to P2 billion in 1998, 

‘Tho target market has been unashamedly, the 
young and the young at heart. Greenwich pro- 
Vides the best of pizzas at a price that i» much 
lower than the competition, without sacrificing 
either quantity or quality. The market's response 
to this policy has been nothing short of spectacu- 
Jat, making Greenwich the number one pizza 
chain in terms of number of customers. 


ACHIEVEMENTS 


‘The growth of Greenwich is unprecedented 
{nthe convenience food industry of the Philip- 
pines in just thre short years, from 1994 to 1997. 
it had doubled the number of stones from $0 to 
100, Spectacu- 

lar as this may 

be there wasto 

be no compro- 

mising on the 

company policy 

of FSC: Food, 

Service and 

Cleanliness. 

This was to 

set the 


standards for the whole indus- 


One of the early 
achievements was to in- 
troduce seven new 
recipes devised by 
the company's 
own Research 
and Develop- 
ment Depart- 
ment. All pizzas 
tied the now fa- 
‘mous crusty base 
Ea variety ot top- 
pings wes offer 
‘The sl alltime fa- 
vorite is the Green- 
Wich Special, which in- 
cludes everything. The 
important thing the quality 
contol Allingredients undergo qual- 
iy and tate testing. Cental purchasing ensures 
thatthe customers enjoy unmatched quality no 
matter from which outlet the pizza Was pur- 
chased 

Equal attention was given to service. Green- 
wich maintained it own sal taining facile 
Essential training was given to each and every 
store manager or potential franchisee. Emphasis 
was placed upon integrity. having a spirit of en- 
terprise and 3 pasion for excellence being able 
to work as a team but most importantly, oe 
ognize the importance of our customer and 10 
Please them as much as possible. 

The final ingredient was cleanliness: Green- 
‘wich rot only constructed more stores, but com- 
pletely renovated the existing ones: renewing 
Equipment and creating lively decor that imme: 
ately convinced the customer ol cleanliness. 

‘This policy was voted an outstanding succese 
not by the Greenwich board but by he custom 
en. In 1997 Grvenveich served more customers 
than any other pizza chain, and continues to do 

As the company grows, so does its contribu- 
tion to the national economy Every new store 
means work for people in the construction indur 
thy Every store provides valuable employment 
and a possible future career in the service indur 
try Each increase in sales creates more employ- 

‘rent pomiblites within the companies ofthe 
suppliers 

Most importantly, however, Greenwich has 
made available quality food of ample quantity 
ata more affordable price. 


HISTORY 


1n 1971, Mrs. Cresida Tueres opened an over- 
the-counter pizza store in the Greenhills Com- 
mercial Center, Metro Manila. She called her 


Ryan Agoncillo 


modest 


store 
Greenwich Pizza, Over the years, she slowly ex- 
panded this operation until, in 1994, the number 
‘of outlet totaled ity During this time, compe- 
tition had become very fierce with the entry of 
Internationally known franchises 

Fortunately, the giant Jollibee Food Corpo- 
ration, the most successful hamburger store de- 
veloper in the Philippines. was looking to diver- 
sity Having analyzed the convenience food mar- 
ket, they had deduced a growing market in piz- 

In May 1994, a deal was dane with Greenwich 
and they obtained 80% shareholding. The com- 
pany now became known as the Greenwich Pizza 
Corporation. Immediately they went to work 
Using their very experienced marketing staff, 
planning the future of the company. Later that 
Year they opened their frst new store in the Ever- 
Gotesco Commonwealth shopping mall, sport- 
ing the proposed new vibrant image of Green- 
wich 

‘By June 195, the new packaging designs were 
ready to be introduced, starting the building of 
the company’s image 

While the designers and commercial artists 
had been busy, so had the Research and Devel- 
‘opment Department. in July of that same year, 7 
different favors of Greenwich were introduced, 
including the sil top favorite Greenwich Spe- 
cial that has 7 choice toppings 

In October 195, the marketing campaign was 
begun in earnest. The target market was the 
‘young and young at heart. A tr-media campaign 
was launched with Greenwich’s neve image re- 
vealed on television, radio and in the print me- 
dia, By the end of that year, Greenwich had 53 
outlets and had more than doubled the previous 
year’ sales from P100 million to P200 million. 

Under the Greenwich policy of giving value 


for 
money, and 
inspite ofalready 
undercutting com- 
petitors prices from 20 to 


ary 1996, Alternative Combos were in- 
troduced. This brilliant idea was an ac- 
claimed success. The idea was simple. A single 
person ordering a combo meal could choose one 
(of the two top-selling pizzas plus a soft drink. 
‘The quantity received was the regular amount, 
but the price would be up to 15% cheaper than 
bby buying the items individually. The meal of- 
fered for two would include one pizza and two 
spaghettis plus soft drinks. Another Combo meal 

15 offered for four people. 

‘Another major advertising campaign was 
launched in September 1996, ut this one success- 
fully launched local actor and personality Rico 
Yan as the Greenwich image model, 

Rico Yan was the perfect choice. A vibrant and 
personable man whose character embodies the 
image that Greenwich wants to project. His 
genuine smile and easy-going attitude made his 
the perfect role model. In spite of his fame, he is 
a genuinely nice and approachable person. The 
‘campaign was an outstanding success, 

By the end of 1996, the numberof stores had 
grown to 80, and the sales had once again more 
than doubled, from P200 million to nearly P500 
million, 

in September 1997, a major milestone was 
“achieved with the opening of the 100th store In 
just over three years, the number of outlets had 
been doubled. By the end of the year 20 stones 
‘were added and sales doubled to P1 billion. 

Marketing continued at a furious pace. In 
1997, Greenwich had contributed 10% of 
Jollibee’s profit, With another major campaign in 
February, again endorsed by Rico Yan, 1998 
proved to be a tremendous year. The number of 
outlets was now edging ever closer to the 200 
mark and the sales doubled yet again, to P2 bil- 


lon, Greenwich now contributed 4% of g 
Jollibee profit. í Ma 
Greenwich had made, and stit is mat- (OY sais 


inghistory No other company in the Phil- 
ippines has experienced such growth. 


THE PRODUCT 


The major products of Greenwich are 
pizzas and pastas. A prime consideration 
of the new company was to determine 
the recipes likely to be popular with 
the young Filipino, The Research and 
Development Department conducted 
extensive surveys, trials and taste- 
testings before determining the menu 
offerings. Seven varieties of pizzas 
were introduced and were an imme- 
diate success. The base was thin and 
crusty. The most popular proved to be 


Perhaps the secret of 
Green wieh's success is that it was 
conceived and developed by Filipi- 

nos for Filipinos Greenwich products 
have proven appeal which accounts for its out- 
standing success Also the company is very qual- 
ity control conscious and thus the all of it prod- 
cts are consistent using only the best of previ- 
ously tested ingredients. 

Greenwich is continually searching for other 
tems to add to the menu For example, for a lim- 
ited period, that due to popularity had to be ex- 
tended, they came up with a truly unique Philip- 
pine pizza introducing Mangga Fiesta. The 
‘mango is the queen of Philippine fruits, and 
rightly so. lis Bavor in incomparable with any 
Other fruit. The rich yellow, juicy flesh can be 
blended into other tastes The Mangga Fiesta was 
the normal crusty pastry base, but the topping 
‘was a blend of mango chunks and a sweet cus- 
tard sauce. It was topped with cheese. The amaz- 
ing blend of sweet and salty was an immediate 
‘success with the customers of Greenwich, 


PROMOTION 


‘The promotional campaigns of the marketing 
arm deserve a great deal of credit for the out- 
standing success of Greenwich. Each campaign 
‘has a theme and combines television simulta- 
neously with radio and print media. 

‘To further strengthen Greenwich’ equity on 
superior taste and value for money, it signifi- 
cantly increased the quantity of toppings across 
all pizza variants without increasing the price. 

‘To signal this im- 
portant change, 


Vibrant and full of energy; Donita is one of the 
most popular MTV Video Jockeys in Asia. Ryan 
on the other hand is an up and coming commer- 
cial model and TV host Together, Donita and 
Ryan make for an interesting tandem that effec- 
tively personifies the renewed vigor af Greenwich 
asa leading pizza chain. 
Campaigns are also launched upon introduc- 
tion of something different. When the Value 
‘Meals were launched, a campaign informed the 


— 


‘Public of their quality and value for money. 

The effects of these campaigns are carefully 
monitored. Marketing surveys are arranged to 
gauge the effectiveness ofthe advertising and slo- 
_gans as well as the public opinion about the com- 
pany and its products. Fortunately, the results of 
these surveys indicate that Greenwich is perform- 
ing according to the public's approval. "Delicious 
pizza, lots of ingredients, just the right taste, 
‘crunchy /crispy pizza” are common responses, as 
are “gives good value for money, is cheap/rea- 
sonably priced,” among others. 

‘A valuable part of promotion ls that Green- 
wich stores are now very distinctive in the green 
and white colors. The bright lighting and obvi- 
‘ous cleanliness adds to the image. The stores are 
‘easily distinguishable, even from a distance, 


BRAND VALUES. 


Greenwich is very much aware ol the value 
oftheir brand name. From a mediocre name in 
the world of pizza chains just five years previ- 
ous, Greenwich has developed a na 

known name 

achieved by its policies regarding food quality, 
Valve for money and above all, service and clean- 
lines, 

‘The pizza buying publie trusts Greenwich 
The decor ofits stores, the packaging of the 
products the advertising campaigns and the very 
faur product pricing has given Greenwich an un- 
matched reputation among the young and young 
at heart. Greenwich is simply the bost. 


Things you didn’t know 
about GREENWICH 


m 


THE MARKET 


Jaguar have only entered the Phil- 
ippine market relatively recently. The 
results however, are better than ex 
pected. The everimproving economy 
has created a demand for luxury, pres 
tigious cars, and there is nothing more 
prestigious than the Jaguar. 

The main appeal to the Philippine 
market is the XJ Series of saloons. A 
new mid-sized model due to be re- 
leased this year is already on the 
drawing board under Jaguar's X200 
program. It will compete directly 
against the Mercedes Benz E Class and 
the BMW 5 Series in a medium seg- 
ment market. 


ACHIEVEMENTS 


There are many great cars, but there is noth- 
ing quite like a Jaguar. The combination of suc- 
‘cess at some of the highest levels of motor sport, 
Innovative engineering, outstanding styling and 
‘exceptional drivability have always set Jaguars 
apart from the rest. Above all, these are driver's 
cars; Jaguar owners would always rather take the 
‘whee! themselves than be driven by a chauffeur 

Sixty years or more ago, after the launch of 
the first car to carry the Jaguar name, a motoring 
Journalist wrote: “Distinction, dignity and grace 
fulness are evident in the new S5 25 litre Jaguar. 

a modern car which follows no fashion but is 
‘more likely to create a new one.” 

These words summed up the essence of 
Jaguar's achievement over the following decades. 
For Jaguar created its own place in the world of 
motoring, and then dominated it for year after 

‘The company has survived a depression, a 
World War. and fierce competition from rivals 
‘with deeper pockets. Perhaps most importantly, 
the company has survived the 
insidious process of levelling 
Which started in the 1960s and 
which saw even luxury cars lose 
their character, Jaguar has never 
lost its character. A Jaguar is al- 
ways a Jaguar, and could never 
be mistaken for anything else 
That is one reason why the 
marque has achieved such out- 
standing levels of loyalty from 
its owners. 

‘Sentiment alone cannot ac- 
count for this. It is part of the 
Jaguar achievement to consis- 
tently design and style. Jaguars 
not only look exciting, they are 
exciting, 
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Now a new dawn of opportunity has opened 
{for the marque. For the first time it has the back- 
ing of a major international manufacturer, Ford. 
‘Since that relationship was consummated in 1990, 
a vigorous new program of development has 
been in operation. The new X} series, launched 
in 1994, saw sales rocketing to a five-year high in 
all Jaguar's global markets 

In late 1996, the splendid XKS range hit the 
market, the most advanced Jaguar sports produc- 
tion car ever built and already bailed by connols- 
seurs as the most beautiful Jaguar yet 

With the new models and the X200 program, 
the foundations have been laid for the mast ex- 
citing page in Jaguar's history to be written. A 
ready the investment is paying off 


HISTORY 


The Jaguar story begins in the early 1920s, 
‘oven though the name “Jaguar” was not then con 
ceived. For a story so rich in style, luxury and 
elegance, it began in an unlikely setting - the 
north-eastem English seasite town of Blackpool 
‘Motorcycle enthusiast Bill Lyons, not yet 21 
at that time, met William 
Walmsley, 2 builder of stylish 
ssdecars for reconditioned motor- 
cycles. Lyons founded the Swal- 
low Sidecar Company with 
Walmsley in 1927 when Herbert 
Austin introduced his “baby” 
‘Austin Seven. designed to bring 
motoring to the masses. Lyons de- 
signed a new stylish body for the 
Austin Seven. The car looked like 
a million dollars, but cost rather 
Jess, at just USS3S0, and Lyons 
aguickly won an order for them of 
520 models More orders followed 
as did other models. 
Lyons then had carmaker Stan- 
dard build a chassis to Swallow's 


design fitted with a Standard engine. 
The result were the SSI and the 
slightly smaller SST, launched amid 
fanfares at the 1931 Motor Show. Both 
models had extremely low-slung 
shapes and long bonnets. The SS be- 
gan wining rally events in the mid. 
9130s, and the Jaguar passion had 
begun before the name was decided 
upon. 
Walmaley left the firm and Lyons set 
about creating an innovative young 
engineering team, developing his 
‘own chassis and dramatically updat- 
ing the engines used in his vehicles 
This resulted in a vehicle so fara 
vanced on the original SS model that 
it needed a new name. Legend has 
that Lyons was fascinated by big cats and insisted 
on “Jaguar”, a name that retained the connota- 
tions of grace and speed, while adding power. It 
proved to be an inspired choice. The new cars 
‘were duly named SS Jaguars and were launched 


Just before the 1935 London Motor Show. SS J 
uars blossomed in the years before World Ws 
Two, but then car production was shut down by 
hostilities. 

During World War I, Jaguar built Spitfires 
and Whitney bombers, and this gave the com- 
Pany access to aerospace design techniques, The 
"SS" component of "SS Jaguar” was dropped 
because of the sinister associations that the ini- 
tials had gained in the war. 

Jaguar's fist major new model after the war 
was the incomparable XK120, designed by Lyons 
himself in a couple of months before the 1948 
Motor Show. It had an exciting new engine, revo- 
lutionary styling, and a top speed of 120 mph 
(hence the name) which made it the fastest pro- 
duction car in the world 

A succession of dazzling saloons and sports 
cars followed during the 1950s, With the aid of 
young Stirling Moss and a strong Jaguar racing, 
team, the marque notched up race and rally wins 
in Britain and on the Continent, especially with 
the C-type, a development of the XK120, During 
this period, Jaguar also developed the disc brake 
for cars, drawing on aerospace technologies. The 


most visible Jaguar saloons on the road at this 
time were the Mk V and MkVIls. In 1956a MkVIL 
‘won the Monte Carlo Rally, and a new D-type 
won the Le Mans. Jaguar became the first manu- 
facturer ever to win both in the same year. Fit- 
tingly, Bill Lyons became Sir William Lyons. 

In the mid-fifties the Jaguar 24 was launched 
as a smaller, higher production saloon fora wider 
market, and soon there were several variants of 
the “businessman's express”, and a new roadster. 
The XK130. In 1960, Jaguar bought pioneering car 
maker Daimler, which had an even longer pedi 
gree than Jaguar's own. 

But perhaps the biggest automotive news of 
the era was the startling E-type, launched in 1961 
Mt was sensuous and sensational, and a third of 
the price of some of the competition. A ite later, 
another Jaguar classic was announced, the much 
larger Mk X saloon. 

The XJ6 arrived in 1968, a car of great style 
which bore the unmistakable Lyons touch. It ws 
a huge success and all other saloon models were 
deleted at this stage. 

The introduction of an mons 
all-new V12 engine in 

the early seventies 
transformed the E- 

type and resulted in 

he XJ12 saloon ~ an 

‘even greater success 

than the X36. The X}12 

was the fastest pro- 
duction fourseater in 

the world, and is often 
regarded as Sir Will 

iam Lyons crowning achievement. He retired in 
1972 

“The XJS was launched in 1975 to replace the 
E-type, and the X] series of saloons - dramatically 
upgraded - remained in production for many 
years. The stunning limited-built 220 was also 
the fastest production car in existence when it was 
launched in 1988, 

In 1990, Ford became Jaguar’s new parent 
while guaranteeing the company’s integrity and 


independence within the Ford stable 
THE PRODUCT 


There is no question that the strength of 
Jaguar's new parent, combined with the tradi- 
tonal excellence of British motoring innovation 
and craftsmanship has taken Jaguar to a new level 
of success. 

The new VB XJ series, released in 1997, is the 
latest step in Jaguar's long term product strat- 
egy Subtle refinement of the lithe, elegant exte- 
nior signals extensive changes beneath the skin 

The X] Series saloon introdiuced in 1994 was 
the first madel ofthe new era, signailing the qual 
ity renaissance in Jaguar. The X) Series is now 
achieving customer satisfaction levels that equal 
the best. The XJ embodies all that is best in the 
Jaguar and Daimler product. When the Queen 
visited Jaguars factory, she used the occasion to 
order a new six-litre Daimler in British Racing- 
Green. The X's stablemate, the remarkable new 
XKB, is a worthy successor to the E-type and XIS, 
offering vivid performance and that unmistak: 
able Jaguar panache in the sports car market. 


RECENT DEVELOPMENTS 


In 1996, Jaguar introduced the XKS, the 
companys fist new sports car for a generation 
The new cat has an entirely new body design, 
tnd an all new VB engine designed and devel 
‘oped by Jaguar The new 4 litre engine is manu: 
factured in a purpose built USS2S0 million Jag 
uar facility in South Wales. It is only the fourth 
Jaguar series production 
so engine in the company's 

history 
The car is already a classic 
and expresses perfectly the 
Jaguar vision as a part ofa 
competitive family of dis- 
tinctive luxury vehicles 
embodying the expressive 
Characteristics, precision 
and spirit of the Jaguar ar- 
mal - ever poised to leap 

forward 
The new Jaguar XJ series has also recently 
been pronounced the safest car in Britain for the 
third year running in a report issued by the UK 

Department of Transport 


PROMOTION 


Success on the track has probably been 
Jaguar's most effective promotional tool over the 
decades. The fact that these are real driver's cars 


bħas produced a mystique that makes Jaguars 
outstandingly desirable. 

Buying a Jaguar is also a lifestyle choice, and 
thebrand is promoted accordingly: People donot 
buy a vehicle of this sort merely as transport, but 
to become a part of an exclusive group of dis- 
cerning owners, and to be recognized as such 

‘The company’s advertising reflects this. The 
Poetry in Motion campaign in particular stresses 
the sensuous beauty of the Jaguar, an allure which 
is too refined to be described as simply sexy, but 
is unquestionably seductive. Most Jaguar own- 
ers and drivers have traditionally been men, al 
though the XKS has been phenomenally success- 
ful with female buyers. 

Buying a Jaguar in the Philippines is also an 


re} 


uplifting experience. Jaguar owners have a pas- 
sion for the marque. Jaguar builds on this by 
‘maintaining very close contact with Jaguar and 
‘Daimler owners around the world, keeping them 
Informed of developments and making them part 
of the exclusive fellowship of Jaguar. 


BRAND VALUES 


Jaguars are hxurious, but they always remain 
cars for the driver. The cone brand values tell the 
story - they ame: graceful style, refined power, 
agile handling, effortess nde and lununous com- 
fort. Together, they take Jaguar beyond being 
mere cars tothe level of a true passion 


Things you didn’t know 


about JAGUAR 


O doguar’s founder Bill (ster Sir William) 
Lyona stared out making siderat for meore 
discard motorcycles in 1922 


O During werta war prfuctomot cars was 
halted. and Jaguar built Spitfire fighters and 


(O Bitt Lyone designed the alltime classic 
XKIZO “coupe of months” in 1948. 


(O Jaguar, in conjunction with Dunlop, devel- 
‘oped the wos Brst ic brabes for use on 
amine 19505 


(O Jaguar cars have wron the La Mans 24 hour 
mace seven times 


O) The yent 2000 wili ser the re-entry ofJoguar 
into Formula One Grand Prix. The entries 
ill sport British Racing Green and have 
warid champion driver Eddie Irvine to- 
ether with eh compari John Herbert 
as ariens 
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JOHNNIE bi WALKER; 


THE MARKET 


FESTIVITIES and revelry have been an inte 
gral part of Philippine culture — be they harvest 
season merrymaking, in far-flung rice growing 
barrios or gatherings of executives celebrating the 
closing of a huge business deal. Surveys show 


CELEBRATE 
THE SPIRIT 
S OF SUCCESS 


that some of the fundamental reasons for liquor 
consumption are relaxation, celebration of both 
formal and informal occasions, and for fostering 


camaraderie. But most of the time, a round of 
drinks usually means a toast to hard-eamed suc 


In the upper crust of the business circle com- 
posed of men with influence, strength of charac 
ter, culture and distinction, Scotch whisky is the 
hands-down choice. And only one brand com- 
mands a loyal following - one that is unarguably 
the most popular and easily the most internation: 
ally recognizable, Johnnie Walker Black Label. In 
‘over 200 markets all over the globe including the 
Philippines, the Striding Man with the Cane is 
instantly familiar as the true symbol of success. 

For most professional and entrepreneurs be- 
longing to AB socio-economic bracket, Johnnie 
Walker is the ultimate in Scotch Whisky. Whether 
consumed for pleasure and prestige in high-end 
bars and KTVs or given as a gift to friends and 
business associates, it is the brand that accords 
the most respect among the movers and shakers 
of Philippine society. 


ACHIEVEMENTS 


Johnnie Walker is known as the world’s fa- 

deluxe Scotch whisky and with good rea 
son: thas been a perennial gold medalist in the 
blended Scotch whisky category of the Interna- 
tional Wine and Spirits Competition (IWSC). 
Credit goes to the fact that it was among the first 


50 


' S 
som 


was given the 
Grand Gold 
Medal. 


In the 
same year, the IWSC gave the be 
top honor but also the Littell Distillery Tro- 
Phy for the Best Blended Whisky. Two years af 
ter, it received the IWSC gold medal for be 
The Hest Deluxe Scotch Whisky 


vd not only the 


HISTORY 


A small grocey shop in the small town of 
Kilmamock in Western Scotland was where ev- 
cerything began. More than 170 years ago, a young, 
proprietor named John Walker began experi- 
menting with various blends of malt and grain 
inthe shop's backroom. However, malt and grain 
whiskies were bottled singly, and a market for 
these barely existed outside England. All this was 
to change soon, 

‘tthe end of 19* century, Scotch whisky grew 
{international acclaim -and the foundation for 
its popularity was an important result of the art 
of blending that John Walker pioneered. Like 
wine, single whiskies can vary from one year to 
the next, and his goal was to crate a blend thata 
consistent flavor and quahty that was timeless 
Eventually, he discovered that depth of flavor pre 
viously unattainable could be derived from single 
malt — especially those shipped from the Isle of 
Islay. These malts proved to be powerful both in 


acter and flavor. 
Later on, John’s passionate pursuit of the per 
fect whisky was handed down to later genera- 
tion of Walkers, namely his sons George and 
Alexander. They were determined to propel the 
name Johnnie Walker into the world market and 
eventually develop into a household name for an 
exceptional Scotch whisky’ The brothers were the 
perfect team for laying the foundation for the 
brand's success. Alexander was a genius in the 
art of blending while George was the marketing 


and entrepreneurial whiz. Fueled by his goal of 
perfecting the art his father had so mastered, 
Alexander became responsible for concocting 
Black Label 1867, This blend was composed of 
approximately 40 malt and grain whisky variet 
ies, carefully and patiently matured in the finest 
oak casks. With its superb favor and uncompro- 
mising quality, Black Label was an immediate 

Black Label’s commercial triumph was 
complemented by the creation of other quality 
products like Johnnie Walker Blue, Gold and 
Green Labels. Each has major distinctions and 
has evolved from the same style pioneered by 
John. They evoke powerful character and tradi- 
tional favor. AN in all, together with black La- 
bel, they have catapulted the Walkers as the top 


Whisky producer in the world. 

Hundreds of years have since passed and 
Walker's modest 19% century grocery had blos- 
somed into a global whisky empire 


THE PRODUCT 


Johnnie Walker Black Label is aged a mini: 
‘mum of 12 years, although many bottles are much 
older. This means that it takes at least two de- 
cades of careful planning to make even the slight 
est drop. Each drop is taken from the Johnnie 


Walker blending force's six million casks 
turing whisky. 
atleast six times, sta 
and bottling- 

lts color: a deep gold with orangery hints. A 
careful olfactory inspection yields a com) 


Each one is meticulously nosed 


ting even way before casking 


‘of dry smokiness, the sweetness of rains 


and freshened by the zest of orange and citrus 
oils. On the tongue, it leaves a deep, challenging 
flavor with rich ma 


And peat overtones. Swe 
vanitlas in the background combined with the 
tang of burnt raisins lend a unique texture, Care 


ful aging renders it a malty smoothness and 


depth, mixed with fruit and matured grain ele 


RECENT DEVELOPMENTS 


Johnnie Walker continues its tradition of pres- 
tige and quality with the entry of Blue Label. ft 


blend, dark full 
gold with dense 
ofamber. Ithasa 

niously bal- 
nose, and areal 
sherry char- 
raisins and 
nuts. Itis 


shades 
harmo- 
anced 
depth of 
h hinds of 


hugely f 
with a rich 
peatiness and 
traces of spice. 
The taste devel- 
ops into an in- 
tense mix of oak. 
dark-chorolate, and 
rih homemade 
Dundee cake flavors 


Connoisseurs will no- 


Johnnie Walke: 


Biržai 


tice the elements of 
smoke, spice, seaweed, 
and vintage oaks. 

Blue Label is developed to 


most exclusive whisky mar 


the 
bet in terms of packaging, positioning. as wel 


Navor and taste. Its global market includes the 
domestic and duty free stores of the US. , Asia, 
and Europe. The slightly higher price tag that it 
'arries means a target market of men in the up- 
per Abrac 


Criminating taste, those ooking for something 


t. Itis mainly for drinkers with dis 


rare, distinctive, exclusive, and at the tope of the 
range. 
Next is Johnnie Walker Pure Malt, best iden- 


tified as Green Label. It proudly confers a 1$- 
vear fusion of Highland malts that brings a new 
taste dimension to malt whisky. The unique 
blend of eamphor-wood and sandalwood, as well 
28 the influences of sherry cask maturation brings 
a smooth and well-balanced mouth feel. While 
the overall impression for Green Label is fresh, 
and well integrated, one can't help but apreci 
ate it sip after sip as each earlier flavor swell as 
Tight as toffee taste after. 

Johnnie Walker's finest maturing malt whis- 


kies stand out in advance of anyone else having 
the most extensive reserves of malt whisky. Thos 
this propels Johnnie Walker Pure Malt as the first 
choice among its category as it captures a multi 
layered taste enhanced by a rich legacy only 
Johnnie Walker maintains. 


BRAND VALUES 


“To (make) our whisky of such quality that 
nothing in the market shall come before it,” and 
“What is sent from Johnnie Walker and Sons Lid- 
Will be of unimpeachable quality 
‘Alexander Walker's statements that the company 
is determined to uphold, Black Label is a celebr, 

inciples, matching the 


are two of 


tion of these busines 
stringent standards for only the highest quality 
whisky established by its founders 


The name Johnnie Walker and the image of 
the Striding Man are icons unmistakably familiar 
from any spot in the planet, be it a small bar in 
Katmandu or a swanky Caribbean beach resort 
or a posh New York hotel 
istered trademarks long before the entry of 
McDonalds, Nike and Coca Cola. Al these, in 
ing Johnnie Walker's other unique features 
such as the slanted label and the square bottle 
ress, substance, and 


These have been reg- 


ly communicate pr 


masculinity The power of identity, coupled with 


a rich heri vated this brand into 


age, is what el 


one of the Western world's most recognizable. It 
certainly ts in the Philippines. 


Things you didn’t know 
about JOHNNIE WALKER 


O Johnie Waler selle 11 million cases of 
whisky ench yonr. Placed end ta end, thats 
Just about enough to make a line that 

strech around the be 


O Wes famous canoonist to lunch bay hima 
Grin. and then ask i to draw on the back 
‘ofthe mena a figure that personsty your 

| rand. Thar show the johnnie Walker Sirid- 
| fg Man com — ane ofthe earliest globally 
_recogniaed advertsing symbol = was bom, 


O S Winston Churchill, one af the most im- 
portant figures ot the century, anad an mid 


THE MARKET 


Babies are big business. The total baby prod- 
ucts market is estimated to be worth over $2 bil- 
lion. The baby care market, however is a particu- 
larly fast-moving one. To be successful, manu- 
facturers must constantly keep pace with an in- 
creasingly mobile population, shifting lifestyles 
and growing health awareness. They must ac- 
‘commodate advances in medical understanding 
and new technology which lead 1a steady prod- 
uct development. And, in recent years, they have 
to combat growing competition from retailers 
‘own brand rivals 

As the average age of mothers increases and 
‘more women return to work, two distinct types 
‘of mums have emerged -the traditional mum and 
the contemporary mum. The former is younger, 
of lower income and will sacrifice her personal 
spending to buy a complete range of products 
for her baby. The latter tends to be older, more 
affluent and increasingly demands multi-purpose 
oods which offer value for money. 

In the Philippines, Johnson's have been long: 
established and their products are well known 
and trusted, Baby powder is not just used on ba- 
bies, it is applied by millions after having a 
Shower in the morning. Travel by any means of 
Public transport in the mornings, and the deli- 
«ate smell of Johnson's Baby prevails. 

With the population increasing annually by a 
staggering 2.5% per year, the Philippines is an 
ever-growing market 


ACHIEVEMENTS 
Since the introduction of the brand more than 


100 years ago, Johnson's Baby has prided itself 
con the quality, safety and trustworthiness of ts 
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products. Today, Johnson's Baby is top of mind 
for mothers and is considered the pre-eminent 
brand leader for baby toiletries. Today, in the 
Philippines, Johnson's retains its market lead by 
a huge margin. Its products are the most used 
baby products in hospitals and more midwives 
use Johnson's Baby products than any other 
brand 

Johnson's Baby regularly win international 
aveards for its products After all, they were 
oad enough for you, then they should be good 
‘enough for vour own baby 


HISTORY 


‘The Johrson brothers Robert Wood Johnson. 
James Wood Johnson and Edward Mead Johnson 
set up busines in 1885 producing surgical dress- 
ings from a factory in New Brunswick, New Jer- 
sey The brothers first products were improved 
medicinal plasters containing medical com- 
pounds mixed in adhesive. They soon diversi- 
fied into a range of 
‘other medical prod- 
ucts including soft 
absorbent cotton and 


got into the baby 
‘business quite by ac- 
cident, however, in 
1890, following a 
complaint of skin t= 


started including a 
‘small can of tale with 


certain packets of 


plasters to soothe ir- 
Fitated skin. Soon, 


customers began asking for more of the powder 
which lend to the birth of Johnson's Baby Pow- 
der in 1893 and the subsequent launch of the 
Johnson's Baby brand in the US. Thirty years later, 
Johnson's Baby Powder was launched in the UK. 
Today, the company’s adult and baby tales are 
brand leaders. 


THE PRODUCTS 


In the beginning there was Johnson's Baby 
Powder, The success of this, however, led to a 
wide range of products being launched. Today, 
Johnson's baby products span baby food and 
ilk, wipes and toiletries. Johnson's Baby toilet- 
ses account for a sizeable portion of the market. 
Products include bath items, shampoo, lotion, 
Powder, soap and ol 

Baby wipes is the fastest growing baby cat- 
‘gory: It the launch of the atest Johnson's Baby 


‘Skincare Wipes which use the latest pop-up tech- 
nology and the introduction of pop-up tubs for 
both Johnson's Baby Skincare Wipes and Top to 
Toe Wipes, launched in 1998 that are really mak- 
ing large dents into the market 

‘Other Johnson's Baby products include nappy 
rash and problem dry skin creams, oil baths, 
Brestheasy and Soothing Bath formulations Mild 
Conditioning shampoos, (including the brand 
leader: Johnson's Baby No More Tears shampoo) 
and nursing pads. Throughout its range, 
Johason’s answers mums demands for value by 
developing duel functionality where it can. 5o a 
numberof the brand's products that clean, soothe 
‘or moisturise also relieve discomfort or irritation 
caused by nappy rash or sore skin. 


RECENT DEVELOPMENTS 


Johnson's Baby is committed to constant 
product development and innovation though- 
out its products preparation, packaging and de- 
sign. In April 1997, Johnson's launched the fist 
Problem Dry Skin Range for babies designed to 
help relieve dry skin problems common among 
children aged up to 
two as baby skin is 
more sensitive and 
dehydrates quicker 
than older 
children’s skin. 
Johnson's also 
developed the first 
baby baths with de- 
congestant and 
soothing benefits - 
Breathless Bath, the 
first decongestant 
formulation clini 
cally proven to be 
mild enough for in- 
fants, and Soothing w 
Bath formulated 
with camomile, a 
natural skin sooth- 
ing ingredient designed to soothe sore, irritated 
or sensitive infant skin. 


PROMOTION 


Shortly atter the First World War, Johnson's 
Baby Powder became popular with large num- 
bers of US customers, meriting the largest adver- 
tising campaign in the company’s history. Smil- 
ing babies featured in four-color advertisements 
in most of the country’s leading home magazine 


Like all newborns, Emily Sweet 
can't instinctively close her eyes. 


But with Johnsons No More Tears 
Shampoo, thats no problem. 


ate 


titles The ads were so popular 
that they were enlarged and 
shown in shop windows. By the 
‘mid sixties. Baby Powder adver- 
tising began to focus on the pro- 
found, emotional bond between 
mother and new-born child - a 
theme that continues in today’s 
advertising. A typical execution 
featured a small child kissing his 
mother accompanied by the 
words,” Your touch tells him ev- 
‘erything, That's why we make 
‘our baby powder so soft and 
soothing, I feels like love.” More 
recent press ads have attempted 
to personalize the mother-baby 
relationship even further with 
the introduction of real people's 
babies referred to by name 
Today, the rise of retailers 
own label products has had a 
significant effect on the market 
As a result, marketing support 
{forthe Johnson's brand has been 
crucial for success. Johnson's 
Baby therefore invest heavily in 
quality TV and press advertis- 
ing, point of sale material, edu- 
cational literature and product sampling. 
Although this is not, as yet, a major problem 
in the Philippines, where Johnson's Baby still 
maintains manufacturing facilities. Here, 
Johnson's Baby has, over the years, established 
itself as a firm favorite with even adult Filipinos. 
Most will apply it liberally, as, being a tropical 
country, it prevents chaffing by clothing. So suc- 
cessful have the promotions brea over the years 
that today, one can find Johnson's Baby powder 
even in the smallest of 
family-run stores 
Johnson's recognizes 
the importance of cult 
vating a close dialogue 
with mums and has, in 
many countries, set up 
hot lines enabling con 
sumers, retailers and 
health workers to get ad- 
ditional information 
about its Baby products 
range. Education is also 
‘core promotional activ: 
ity for the brand with 
Johnson's producing nu- 
merous advice sheets and 
^ Baby Skin Care Guide. 


BRAND VALUES 


Johnson's is dedicated 
to making baby skin and 
hair care products of the 
highest quality. The core 
mild and gentle qualities 
of the brand have stayed 
constant over the de- 
cades. More recent prod- 
uct launches, product in- 
ovations and packaging 
redesigns reflect the de 
mands of today’s con- 

For many years, the 
company’s positioning in 
the marketplace has 


i 
fai 


‘been: "Best for baby, best for you.” This is still 
the case today as products continue to be devel- 
‘oped for the youngest member of the household 
upwards, with many grown-ups valuing the 
hyponallergic and pH balanced properties of the 
mild and gentle range. 

The core strapline on many of the brand's 
advertising campaign is: “From the day 
bom, Johnson's Baby wlationship with the con- 
sumer is based upon a bond of trust, hence an- 
‘other of the brand's siaga: “The most trusted 
name in baby care. 


Things you didn’t know 
about JOHNSON’S BABY 


se parlours, and each use copious quanti- 
Mes of Jose's Baby as a massage libre 
ani. 
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Jollibee. 


THE MARKET 


Filipinos, like most other cultures, place a pre- 


‘mium on value in thelr meal choices. They de- 
mand not only fast-food convenience but reason- 
ably priced meals as well. In our increasingly 
Urbanized culture it is, in fact, expected. 

But more than value, there is one overwhelm- 
ing factor upon which Filipinos stake their meal- 
time choices: the distinct Pinoy panlasa, or taste. 
The unique “rounded” taste Filipinos sek is a 
combination of saltiness and a 
sweetsous flavor; the same dis- 
tinct taste that has become the 
foundation of Jollibev’s popular- 
ity with Filipinos everywhere 


ACHIEVEMENTS 


From its humble beginnings as a mom and 
‘pop operation in 1978, Jollibee has rapidly 
land steadily grown into one of the most suc- 
cessful corporations in the Asia-Pacific re- 
gion. Jollibee surpassed the P300 million 
sales mark and joined the ranks of the Top 
300 Philippine Corporations in 1984; it was 
in the top 100 by 1987: and it became the first 
Philippine fast-food chain to break the P bil- 
tion sales mark in 1989. 

The business success of Jollibee has caught 
the eye of many local and intemational or- 
ganizations, reaping prestigious awards 
through the years for management excel- 
lence, product excellence, innovation, and 

responsiveness to consumers’ demands. For six 

‘consecutive years, the company has been named 

cone of the Top Ten Philippine Corporations by 

Far Eastern Economic Review, ranking number 

one in 1998. 

As of mid 1999, Jollibee has over 330 stores in 
its roster, with 28 of them doing brisk business 
Overseas. It has opened stores in Indonesia, 

‘Guam, Malaysia, Bahrain, UAE, Ku- 
wait, Saudi Arabia, Hong Kong, 
China, Vietnam, Papua New 
Guinea, and in the USA ~and plans 

to open many more in the near future. 


HISTORY 
Jollibee began in 1975 as a Magnolia 


and Quiapo. Since Filipinos rarely 
at seating ca ex copy 
Somad end cuanna want 
PID vetmes before buying ie crem, a 
all ne of sandwiches was ltr 
duced of which he" Yurbueger” was 
the fanest seling, Taking the Ce 
Irom tthe Tara converted tel 
Busine inio s hacen ak 
food chain. In 1978, Jollibee 
ends Clapondin was born. 
Taasan ka conbietin 
of the words JOLLY and 
TEE - inspirations for a fast- 
food vestorant cry ran 
by at chess and 
Kaiapa aik 
1981 marked the entry of 
MeDowal's inio the Pip 


pine market. Jollibee was determined to com- 
Pete against McDonald's and began to profession- 
alize its operations. The company continued to 
grow rapidly in spite of the presence of the Ameri- 
‘an giant, for the Filipinos kept coming back to 
the Pinay favor their taste buds crave for. On its 
tenth year, Jollibee emerged as the market leader 
in the hamburger segment. 

Now with over SP% market share of the local 
fast-food industry and over 330 stores, Jollibee 
continues to grow, opening more and more out- 
{ets within and beyond Philippine shores. 


THE PRODUCT 


Im the late 70s, it was not the lee cream but 
the hamburger recipe and original spaghetti 
sauce that kept customers coming back to their 
stores. Since then Jollibee has been adding to its 
menu delicious and affordable products that in- 
dulge the Filipino taste buds such as Palabok Fi- 
esta, BurgerSteak, Peach-Mango Pie and Banana- 
Langka Pie (which won Best Product Award in 
1997), and the most popular Chickenjoy. Jollibee's 
“Breaklast Joys” include well-loved Pinoy break- 
fast dishes like corned beet, longganisa (a local 
Sausage), and hotdog, all served with sinangag 
(garlic fried rice) and fried egg on the side. 
Entering the international scene however 
meant a slight adjustment in menu offerings 
Jollibee products that customers in other coun- 
tries enjoy are the Sea Treasure, a fish burger 
patty; the Chicken Burger, for non-meat eating 
markets; and several versions of Chicken Curry. 
New products are continually being intro- 


duced 
and modi- 

fied to satisfy 

the customers’ changing preferences and 
lifestyles, and each product is pre- 

pared according to the company's 

Gold Standard of quality to en- 

sure customer satisfaction. In 

1998, Jollibee received the ISO 

9002 Certification for its frozen 

patty line — the first and only tast- 

food chain to receive this distinc- 

tion. 


RECENT 
DEVELOPMENTS 


It was a Jollibee franchisee 
Who first introduced Value Meals 
toconsumers in 1992. Since then, 
they have become part of Jollibee's regular menu: 
Value meals increased patronage by offering the 
customers’ favorite meal combinations at a bet- 
ter value 

The Jolly Kiddie Meal, which was introduced 
as back-to-school and Christmas promotions in 


1996, also became a regular item. The combina- 
tion consists of Spaghetti or Regular Yum, a 
softdrink, and a collectible toy. In response to 
customers’ requests, Jollibee came out with the 
Chickenjoy Jolly Kiddie Meal in 

1998. 


The growth and expansion of 
Jollibee into international territo- 
ries called for "a new look”. In 
1996 the Addison Design Consult- 
ants were enlisted to facilitate an 
image overhaul, which covered 
‘everything from a new logo toup- 
dated store color schemes and lay- 
outs, 

The West Coast, principally 
California, is home to hundreds of 
thousands of Filipinos. In 1998, 


Jollibee opened its first US store in Daly O 
with a ceremony celebrating the Phil- 
ippine Centennial. Further expan- 

sion in the US is in the pipe- 

line due to a very encour- 
aging market response 


PROMOTIONS 


Differentiating itself from its 
Amencan competitor was a very 
challenging task for Jollibee in the 

early 80s, Then it was discovered that 
Jollibee’s edge against competition was 
the Filipino standard of goou! food: Filipi- 

nos go for foods that smell delicious and have 
‘rich flavor. Most Filipinos found McDonald's 
burgers bland compared to the savory burgers 
of Jollibee. Thus the birth of the long-running 
“Langhap-Sarap” (delicious taste and aroma) 


media campaign in 1983, which established 
Jollibee as a uniquely Filipino food chain. The 
campaign remains successful after many years, 
and the term langhap-sarap has become part of 
Pinoy vocabulary 
Aside from the delicious meals, great deals 
and strategic advertising now keep the 
leading fast-food chain on top. Premium 
items enhance the Jollibee experience e» 
pecially for children. More than just toys 
or incentives, some of Jollibee’s promo- 
tional items have become classic col 
Jando 
Proud of its heritage as a 100% Filipino 
company, Jollibee aims to make Filipinos 
cherish their own in every TV, print. ra- 
door billboard ad. Even jolibee’s seven 
lovable mascots - the company’s ambas- 
sadors of goodwill - embody values that 
Filipinos hold dear. In 1997, it launched 
the “Kaya Mo, Kid!” (“You Can Do It 
Kidi") campaign that strives to enco 
‘age children to become better persons by instill- 
ing in them positive Filipino values. 
Jollibee is also involved in many local socio- 


civic programs, a testimony of Jolibee’s service 
to the Filipino people beyond good food and fun. 


BRAND VALUES 


Jollibee’s mission is “to provide total customer 


satisfaction by offering superior taste, consis- 
tently high FSC (food, service, cleanliness) stan 
dards, a delightful experience, and great value.” 
It is the company’s faithfulness to this mission 
and closeness to the sentimental heart of the Fili- 
pino that speil out the recipe of Jollibee’s success. 

Through the years, Jollibee has evolved, 
adopted new technologies, and expanded opera- 
tions abroad without losing its Filipino imagery. 
To a tiny nation striving to find its place on the 
world map, Jollibee has not only become a sym- 
bol of good food, but also a constant reminder 
that “The Filipino can.” 


TI 


gs you didn’t know 
EZ 


ut JOLLIBEE 


O The firo fuller mascots appearance wasin 
anadate d erani 
Quezon CNY. The occasion was 

(pany enon Pepa an Mian 


OR pone rene U AD am a 


The fle counter persen travels rore than, 
z “hall a mile poing back and forth from the 
“counter tothe warmer 


O) Trefollioge mano longpaying album, re 
enneg in 1985. wold 28.000 copies, while the 
ranean EERE 


O) Aiton crew serves clove 1040 mae a 
day. 


A pamenger ship about to leave the North 
anar ay 
crew who rated to the ship to make a deliv- 
“ery Someone on deck must have tld the 


This was held on January 30, 1994, marking 
Jollibee's kick-off tthe Philippine Centen- 
‘ia celebration. 
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THE MARKET 


‘The fast food market in the Philippines is big 
now, and set to get even bigger. Since quick ser- 
vice restaurants were launched in the USA inthe 
Inte 1950s the concepts have evolved into an in- 
tegral part of the lifestyle of busy people in the 
late 20th century. 

Indeed the busier they get, the more impor- 
tant the fast food industry is to them. There is 
now a quick service restaurant in the USA for 
every 1400 people -an astonishing statistic which 
suggests just how the market still has to grow in 
the rest of the world. 

Speed of service, however, is far from the only 
important criterion. If today's consumer is in 
more of a hurry than ever before, he or she is 
also much more conscious of diet, cleanliness, 
restaurant ambience, service and overall quality 
of product. 

Filipinos have always been quick to adapt to 
new ideas, and since the fastfood concept burst 
‘onto the local scene, they have become some of 
the most enthusiastic customers in the world 


KFC (itis no longer called Kentucky Fried 
Chicken) has been warmly welcomed into the 
Philippines since its inception. Chicken is a par- 
ticular favorite food of all Filipinos throughout 
the country and, to them, the special secret recipe 
coating that gave the succulent chicken added 
Navor was specifically appealing. 


ILLS | 


KFC in the Philippines continues its expan- 
sion program more by consumer demand which 
continually rises every year. 


ACHIEVEMENTS 


KFC's greatest achievement worldwide is 
undoubtedly to have reached an astonishing 
level of succes without compromising quality - 
indeed it has consistently pushed standards up 
Since the 1980s, when the legendary Colonel 
Sanders founded the group with a USSIS0 so- 
ial security check, KFC has grown into a 10.000 
restaurant chain, operating in 68 countries and 
Eenerating an average tumover of USS7 billion. 
Everyday, 66 milion people enjoy a KFC meal 
and the company has become - as it describes 
itself - “the chicken expert”. 

“The establishment of KFC in the Philippines 
has had dramatic effects on the local economy 
Providing employment both in KFC and for the 
many suppliers of product, including poultry 
breeders and growers, thei fed suppliers. fre 
ens and more 


HISTORY 


The founder of Kentucky Fried Chicken was 
the legendary Colonel Harland Sanders. The 
Colonel's bespectacled face with its trademark 
goatee beard has become such an icon thet there 
are people who believe he is a fictional (not to 


say mythical) figure - creation, perhaps, of the 
advertisers 

But Colonel Sanders was a very real person, 

and a very remarkable ane too. 
‘Sanders was barn in 1890, and lost his father just 
six yeas later. The young Sanders had to care for 
his younger brother and sister while his mother 
‘works! hard to keep them alive. The experience 
taught the boy to cook. and he clearly had an 
aptitude for it. 

But it was not for more than 30 years that 
‘Sanders retumed to cooking as a way of making 
a living, Inthe meantime he held a variety of jobs. 
He had been a farm worker, a streetcar conduc 
tor, a railroad fireman, a soldier in Cuba (though 
not a colonel), an insurance salesman, and the 
Operator ofan Ohio River steamboat He had even 
studied law, and practised it in local courts 

It was in the late 19905, as the operator of a 
service station in Corbin, Kentucky, that Sanders 
renewed his interest in cooking. He had no res- 
taurant at the time, but served food to hungry 
travellers from his own living quarters. Before 
long customers were turing up just for the food. 
So he moved acros the street and opened up a 
1142-seater restaurant in a motel, and operated this 
tor nine years under the name of Sanders 

During this time he devised his secret recipe 
tor tried chicken, His restaurant became so popu: 
lar that State Governor Ruby Laffoon made 
Harland Sanders a Kentucky Colonel in honor of 
‘his fine contribution to state cuisine 

However, here wene stormy times ahead. The 
Colonel's thriving litle business could not sur- 
vive the plans to open a new highway in the 
1950s, which bypassed the town of Corbin. The 
Colonel auctioned off his business, As a man in 
his sates he was finally left with US§150 social 
security check with which to face the future. 

It didn’t daunt the Colonel. He used the 
money to set up his own franchising business, 
and called it Kentucky Fried Chicken, He trav- 
elled across the county, cooking in different res- 
taurants for customers and employees. As his 
special recipes found favor, he entered into hand- 
shake agreements with the restaurant owners 
who would pay him a nickel for every chicken 
the restaurant subsequently sold 

This policy met with stupendous success. By 
1964 Colonel Sanders had over 600 franchised 
cutlets for his chicken products in the USA and 
Canada, producing a USS137 million turnover 

This product was based on the sheer popu- 
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larity of the Colonel's recipe. Fried chicken itself 
was not new, of course, but the unusual combi- 
nation of herbs and spices which made up the 
Colonel's chicken coating became the star attrac- 
tion. However, Colonel Sanders was now in his 
seventies and the business was too big for him. 
He sold it for US$2 million in 1964 to Joho Y. 
Brown Jr and Jack Massey, remaining a lifelong 
quality controller for the company: His face was 
also used as a company icon and he remained 
the main spokesman for Kentucky Fried Chicken. 
By 1971, when the firm was taken over by 
Heublein Inc, there were 3500 franchised 
‘company owned restaurants Eleven years later, 
KFC became a subsidiary of R.J. Reynolds Indus- 
tries, which was eventually acquired in turn by 
Pepsico Inc in 1986. In 1987, KFC opened in 
China, the first Western style quick service res- 
taurant to venture there. 

The Colonel himself died in 1980 at the age of 
90. in the closing years of his life he travelled 
250,000 miles a year, overseeing the empire he 
had founded. He was never too proud to roll up 
his sleeves, don an apron, and demonstrate to 
staff how a really “finger-lickin™ good fried 
chicken should be made. 

Colonel Sanders always insisted on the high- 
st standards of quality, service and hygiene, and 
those standards are maintained at KFC to this day 


THE PRODUCT 


It is generally agreed that white meat - most 
‘obviously chicken -should form part of a healthy 
diet. A meal of white meat and salad, in fact 
would find wide favor with nutritionists and di- 


etary experts everywhere 

In essence, this is what the KFC product is all 
about. A typical KFC meal consists of chicken, 
coleslaw, tomato and gravy. All of the ingredi- 
ents are of the highest quality and freshness, and 
the company ensures this by fixing the most rig- 
ous standards for product uniformity and qual- 
ity. These standards must be met by suppliers at 
all times 

(Ofcourse, KFC chicken comes in many forms, 
but still includes the Original Recipe Chicken. 
Various countries have adopted Varieties that suit 
local taste. In the Philippines, the crispy spicy 
altemative coating has proven to be very popu- 
lar, while in Australia, it isthe Kentucky BBQ 
‘Chicken that has commanded attention. 

Whatever the choice, however, the chicken is 
supplemented with such items as french-fries, 
coleslaw, various drinks and deserts. 

In each case the same stringent quality stan- 
dards apply, even though the quantities involved 

KFC tscommutted to providing a wide choice 
of quality foods, and suppliers are monitored 
closely by the KFC Technical Services Team. The 
‘Team ensures that high standards of hygiene are 
maintained throughout the production process, 
right up to the moment the product is served to 
the customer. Each store is assessed regularly un- 
der a program known as CHAMPS, a happy ac- 
ronym standing for cleanliness, hospitality. accu- 
‘acy, maintenance, product and speed of service 

KFC still regards the Colonel's secret recipe 
Ot 11 herbs and spices as the hey to the heritage. 


RECENT DEVELOPMENTS 


in 1991, Kentucky Fried Chicken was re- 
named KFC. Anew logo and design was adopted 
throughout the world. This did not mean drop- 
ping the world famous Colonel Sanders link, but 
it did dramatically refresh the brand. According 
to the corporation identity consultant, The 
Schecter Group, the new KFC logo significantly 
‘enhanced the brand's image 
Further change Was introduced with the de- 
velopment of new types of KFC outlet: flagship 
family ceataurants are based in town centers and 
drive throughs, while KFC Express is a smaller 
‘stone with fewer seats to accommodate high vol- 
lume business (it replaces the old style take-away). 
KFC is now available to a wider range of people 
in places where it was not previously represented 
There have also been changes in the ments. In 
1995, Colonel's Rotisserie Gold was introduced 
to America and more recently Kentucky BBQ was 
introduced to Australia. Both are non-fried 
chicken products and are set to do weil in today's 
diet conscious envi 
ronment. By introduc- 
ing a snappy brand 
name and dropping 
the previous reference 
to “fried” chicken, 
KFC is in an excellent 
position to attract the 
health conscious con- 


PROMOTION 


During his lifetime 
the Colonel was a 
major promotional 
asset In 1976, aninde 
pendent survey 


ranked the Colonel as the world’s second most 
recognized celebrity. The image of Colonel Sand 

ers is still one of the best known worldwide trade- 
marks. 

KFC backs its brand with an annual US$100 
million in advertising. Products and restaurants 
are promoted through a variety of media which 
includes radio, TV and newspaper advertising 
The TV campaign with the tag-line “finger lickin 
B004" is especially memorable. Advertising is 
Strongly supported by the KFC franchise system. 

Each franchisee contributes a specified per- 
centage of gross towards the overall marketing 
effort. 

KFC also involves itself in local community 
projects and participates in public and private 
sector initiatives designed to help people back to 
‘work through work placements and training op- 
portunities 


BRAND VALUES 


In KFC’ philosophy the customer is number 
‘one. KFC lives by this, insisting on quality prod- 
uct and fast, efficient, and friendly service, 

The KFC customer care program demon- 
strates the thinking behind the KFC brand it aims 
to deliver 101% customer satisfaction at all times. 

This was the policy of Colonel Sanders him- 
self, whose personality remains a powerful driv- 
ing force behind the company’s success, His i 
age is an important selling point, a symbol of 
benign familiarity to the KFC consumer. His 
reputation asa perfectionist is legendary, and his 
dedication to quality and customer service has 
remained the hallmark of KFC's success to this 
day. 


Things you didn’t know 


about KFC 


(O FFC was ound in te 1950 wih aneit- 
eriy man’s last social security check worth 
Jost Ussi80. 


O) Catone Sanders secet chicken recipe instill 
sued worldwide to this day. 


(O KFC carmenidy serves about 23tilion meals 
every year around the word. 


THE MARKET 


Some psychologists say that you can tell a 
person's personality from their shoes. If so, it is 
imperative that we keep our shoes in squeaky 
clean condition to ensure that we send the right 
messages. True, if only half true, the fact is that a 
lot of people believe it, which accounts for the 
year on year growth of the shoe care market. At 
present, sales in this market are equally divided 
between the accessories for footwear such as 
laces, and the products used to clean shoes. The 
consistent growth rate of the shoe care market 
presumably owes a great deal to the natural pride 
that people take in their appearance. But the 
market has also grown in value because consum- 
ers are prepared to purchase a greater range of 
products in line with the ever-wider variety of 
shoes available to them. 

Increasingly. consumers are opting for prod- 
ucts which promise a quick easy shine or which 
offers something new and different. Innovation 
and convenience are the watchwords in the 
dustry: From supermarket to sari-sari store, Kiwi 
polish is the Philippines number one choice. 
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ACHIEVEMENTS 


Australia’s Kiwi is the Intemational No. 1 
brand in shoe care. Through over 90 years of ex- 
perience in the business, Kiwi has built iself an 
lunsurpassable reputation as the ultimate shoe 
care expert. As a consequence, Kiwi maintains 


buoyant sales in over 130 countries and holds a 
significant share of the shoe care market in all of 
them, including the Philippines. The company 
has now become a household name, Research has 
found that consumers show a higher level of 
spontaneous recall for Kiwi, as a means of quick 
and easy shoe care, than for any other name in 
the market Kiwi has consistently demonstrated 
a commitment to range rationalisation and inno- 
vation which has secured its well established 
market leadership. 


HISTORY 


In the late 1800s, a young Scottish boy by the 
name of William Ramsay emigrated to Australia 
with his parents, When William was old enough 
to decide upon a profession he proved himself a 
master of (literally) thinking on his feet. Young, 
Ramsay observed that at the time there were very 
few reliable means of preserving shoes, which 
‘were, in those days, constructed from rather 
crude leather. The main preservative measure 
‘was to daub shoes with substances such as egg, 
ks, lamp black and also grease, Obviously, 


none of these took Ramsay's fancy. 

William Ramsay set about amending this sad 
lack of shoe care product in 1906 when he 
spruced up his shoes with a dark tan paste he 
concocted himself, with the view to making his 
shoes both look better and last longer. The idea 
grew into a company - Kiwi. lf William Ramsay 
‘wanted cleaner and more respectable shoes, he 
could reckon on hoards of similarly troubled 
souls who needed help. And he has been right 

Unlike the company's namesake - a bird 
‘which cannot fy - Kiwi took off in a spectacular 
fashion 

Sales were boosted by the military, a body of 
consumers who depended on impeccable 
shoeware so as not to incur the sergeant’s wrath 
during inspections. In fact, the Army insisted on 
the use of Kiwi during the First World War, when 
it was found to be invaluable in waterproofing 
boots for trench warfare. To this day Kiwi main- 
tains a strong association with the Australian 
Defence Force. 

Since World War One, the Kiwi brand has 
‘outshone its competition on all accounts, estab- 
lishing itself as the world’s No 1 shoe care brand. 
‘The multinational Sara Lee Corporation acquired 
the Kiwi brand in 1986, 


THE PRODUCT 


Kiwi has sus 
tained its quality 
‘brand status with 
a large range of 
products which 
reflect the innova- 
tive nature of the 
company and the 
organized ap- 
proach it has to 
the shoe care mar- 
ket. Kiwi's range 
covers a number 
of segments 
Products are available to suit the needs of the 
traditional, fashion influenced and sporting foot- 
wear markets. 

Numerous Kiwi products are made to clean, 
polish, renovate and protect both footwear and 
accessories, (elts, handbags, etc) the range in- 
cludes, Classic Liquid, Kids Scuff, Colour 
Change, Leather Conditioner and Protect All Wa- 
ter Proofing Spray. Kiwi also produces a range 
of accessories that include shoe laces and insoles 

The Kiwi range is multi purpose. Itis widely 
used by clients such as the Army and profes- 
sional shoe shiners. It is also used in less con- 
ventional ways by craftsmen, particularly furni- 
ture and antique restorers, 


RECENT DEVELOPMENTS 


Kiwi recognizes at all times that its 
range must keep pace with changing 
trends and fashions Thisis why the Kiwi 
range has recently expanded to include 
the highly innovative Express Shine 
Sponge. the perfect solution to modern 
shoe care needs. 

‘The rush of sports shoes onto the 
market has prompted a swift and effec- 
tive reaction from Kiwi. The market is 
crammed with potential 

Sneakers are no longer reserved for 
the sporting enthusiast. They have be- 
come an integral fashion necessity for 
many aspiring “trendsetters”, as well as 
filing the need for increasingly sophis- 
ticated shoe wear products for the truly 
dedicated sportsfiend. It is not uncom- 
mon for consumers to spend up to $150 
on a pair of sneakers and the onus is on Kive to 
censure that their investment doesnt go to waste. 
Kiwi's sports range is specifically designed to 
guard against the “smelly” sneaker syndrome, 
and to keep sports shoes looking good. The range 
Includes Kiwi Odour Guard, Sneaker Deodorant, 
Kiwi sport Canvas Cleaner and Kiwi Sport 

‘Leather Restorer. 


PROMOTION 


The unique Kiwi symbol which matches the 
‘brand name was no mere flight of fancy on the 
part of William Ramsay. As Ramsay had mar- 
ried a New Zealander he named his company 
in honor - or rather in honor of her native land. 
However, thene may well have been an element 

of long-term 
strategic think- 
ing behind the 
naming of the 
brand 
Kiwi doesn't 
require any 
translation and 
even at that 
early stage in 
the company's 
history, Ramsay 
may have seen 
thatthe 
strength of his 
product could 
carry the com: 
pany further 
afield into markets in other parts of the world 
Certainly, Kiwi had a vision when it came to 
marketing its products. For instance, Kiwi was 

‘one ofthe first companies to ever have taken ad- 

vantage of cinema advertising, It announced its 

brands with slogans such as "Kiwi Makes Shoes 

Smarter” Some of the very first Australian post- 

ers heavily featured the Kiwi image with, for ex- 

ample, a kiwi feeding ovt of a woman's hand and 

a slogan, “Kiwi Soon Makes Friends,” or two ki 

wis, one black and the other tan, facing each other 

‘across the Kiwi trademark with the accompany- 

ing line, “Kiwi Black is as good as Kiwi Tan. 

(Other posters featured children sitting on a huge 

kiwi, and a couple courting and the line, "Kiwi 

Polishes - The Perfect Pair 

‘The posters may seem a little quaint to our 
telecynic eyes, but they go a long way towards 
proving how advanced Kiwi was in marketing 
terms at a very early point in the brand's devel- 


‘opment. 

Recent promotions of the brand has included 
a nationwide television campaign, together with 
numerous consumer promotions 


BRAND VALUES 


Kiwi has succeeded in becoming a major 
brand with international appeal and a prime po- 
sition in the shoe care market through establish- 
ing itself as the expert in shoe care. It has longev 
ity and proven knowledge as o trusted and de- 
pendable shoe care product. It has proved inno- 
vative from the outset Indeed, it offered a prod- 
uct which, until the company was founded, was 
largely unavailable on the market. It can be as- 
sumed that nobody actually enjoys having dirty, 
scruffy shoes, so Kiwi, in being the first to AII an 
important gap i the market, scored a major coup 
simply by opening its doors for business, The 
brand has since gone on to continually evaluate 
consumer expectations, thus ensuring that it 
stays ahead of the vagaries of footwear fashion. 
This is reflected in the breadth of its range. 
Equally important, however, has been Kiwi's 
‘dedication to quality in all that it does 

The underlying strengths of the Kivi brand 
can be summed up by three words: quality, vari- 
ety and heritage 


Things you didn’t know 


about KIWI 


(O The first shoe polish was a mixture of 
sugar, vinegar, black dye and water, 


O Kiwi named after New Zealand's na- 


‘tive bird, was actually established in 
Australia 


O Kiwi was one of the fist companies to 
make a TV commercial in Australia. 


O More than 170 million tins of polish are 
‘sold each year in 130 counties. 


O Kiwi is used in a professional capacity 


THE MARKET 


People Power Revolution in 1986, The Mount 
Pinatubo eruption in 1991, Pope John Paul I's 
visit in 1995. All these are historical moments in 
recent history - moments too important for pos- 
terity to miss. That is why Filipinos, sentimental 
as they are, choose one film to capture all the 
drama and human emotion involved in events 
such as these. I's the Kodak film. 

For big and small events, Filipinos take along 
Kodak's litle yellow box of film to record never 
to-be-repeated moments in their lives Among 
the local consumers, mothers with kids, and 
young adults, are considered key since they 
spend a lot of time and money chronicling the 
development of their children. 

Like in other market all over the world, pic 
ture-making in the Philippines is most heavy 
during the Christmas holidays and during sum- 
mer when outings and fiesta activities area their 
peak 

Kodak's global leadership in imaging mani 
fests clearly in the Philippines where it dominates 
not only the consumer markets but the protes- 
sional, motion picture, health and business im- 
aging areas as well. 

At present, there ane more than 500 Kodak Ex- 
press minilabs throughout the country easly the 
most number of outlets by any local franchise 
that continue to set new industry standards in 
photo processing and customer satistaction 

Kodak Philippines is out to cement its mar 
het leadership and grow its multi-million peso 
business into the next millennium. The signs are 
unmistakable: good-looking bottomlines, satis: 
fied customers, a highly motivated workFor 
and - above all - superb products that can only 
‘come from the world's most advanced imaging 
technology 

With an international reputation to uphold 
and local industry leadership to maintain, Kodak 
Philippines remains at the forefront of 
technology and customer service - a 
ways striving to stay ahead of compet 
tion in meeting various consumer 
needs 


ACHIEVEMENT 


Nearly 90% ofall movies worldwide 
are shot on Kodak film. In the Philip- 
pines, Kodak has been present since the 
Silent Era, when movies starred Atang 
dela Rama and bore subtitles. 

Kodak recorded the first local taik- 
ing picture in 1932, and the first movie 
with color, "Ang Ibong Adarna.” Later, 
Kodak would help bring the light new 
developments in movies, like special ef 
fects. 


C 


Until now, Kodak revol» 
tionizes the way movies are 
made for Filipinos who love 
the wide screen. For one, 
Kodak's motion picture film is 
still the choice of Filipino cin. 
‘ematographers. The latest lo- 
cal blockbuster, almost cer 
tainly, has been shot on the 
new-generanon Kodak Vision 
film or Eastman color film 
The country’s major news- 
papers now use photographic 
techniques for typesetting 
and improved plate-making 
and processing technology to 
help them meet their deed: 
lines. Kodak plays a signif 


le in bringing more 
news, faster, to more people 

Kodak film is also being used for aerial pho 
tography, which serves a number of vital func 
tions. including predicting crop yields detection 
ot plant diseases, and spotting pollution in riv 
rs, seas, and lakes 

Furthermore, Kodak film used in radiogra- 
phy helps save Filipino ives through disease d 
tection, helps build ships. keep aircraft Aying, or 
manufacture electronics equipment. 

More than 200 dedicated people in ts employ 
and cutting edge technology assure Kodak Phil- 
\ppines that it will continue its mission to make 


Mte better and really worth remem! 


HISTORY 


Since 1928, Kodak has been the undisputed 

sader in the Philippine photographic industry 
Even before Kodak Philippines went into opera 
tion as a wholly owned subsidiary of Eastman 
Kodak Company, Filipino entrepreneurs were 
said tobe importing Kodak products from Rach 


ester, New York 

Kodak quickly gained wide market accep- 
tance. From its first office established in Binondo, 
Manila, which had both retail and wholesale op- 
erations, Kodak increased its presence with ma 
jor retail outlets in Escolta and in Makati 

Kodak was already building up its sales -each 
year’s figures higher than the previous - in it 
Binondo office when the Second World War 
halted Kodak operations in 1941. By that time, 
hobby photography. professional photography, 
as well as the fledgling movie industry, all used 
Kodak products. 

Business quickly picked up when operations 
resumed in 1946, By1957, the Escolta and Makati 
‘outlets had been established. Sidewalk photog- 
raphy, professional studios, amateur picture-ak 
cers, and the revitalized movie industry all cor- 
tributed to making Kodak the dominant source 
ofall picture-taking equipment and supplies 

A major business decision was carried out in 
1974 when the company stopped engaging in n 
tail, and started to establish a nationwide dealer- 

ship network for its cameras, films, photo 
graphic paper and other products for pic 


king 
lts more than 500 minilabs nationwide 
now bring Kodak standards in photo pro- 
cessing to millions of Filipino homes. These 
facilites, together with Kodak's permanent 
home office, built in 1942 on Pasong Tamo, 
Makati, continue to introduce new products 
and services that serve the many needs of 
business, science. and government 


PRODUCTS AND 
SOCIAL RELEVANCE 


Apart from its market leadership. Kodak 
sa recognized key innovator in the world 
of imaging - meeting a wide array of con- 


‘sumer needs not only in picture-taking and film 
processing but in various other essential fields. 

Inthe world of cinematography, Kodak's mo 
tion picture film continues to draw rave reviews 
Very much like the award-winning movies shot 
nit. An outstanding family of sharp and attrac- 
tive motion picture films in redefining the entire 
moviemaking process 

Perhaps unknown to many, Kodak x-ray films 
and chemicals are used in the country's most ad- 
vanced hospitals. At the same time, Kodak digi- 
tal cameras, photo scanners, photo CDs and inkjet 
media are setting new standards in desktop pub- 
lishing and printing. 

Kodak professional imaging products also 
play a key role in putting out a welter of mes- 
sages across in advertising, travel and other fields 
while Kodak microfilm products help banks 
speed up the clearing of checks. With the help of 
Kodak microfilm equipment, high-tech compa 
‘ies are able to retrieve information electronically 
and quickly respond to customer needs. 

‘More than jast a source of photographic prod- 
vets and services, Kodak has a great bearing on 
many facets of the Filipino’s lite. It is a company 
whose reputation for quality is as relevant and 
essential to the pressing needs of a growing oun- 
try such as the Philippines 


RECENT DEVELOPMENTS 


As the world eagerly awaits the new millen- 
nium, Kodak leads the way in digital imaging 


with innovative and high quality ways of using 
pictures positioned as it is in the forefront of the 
‘unfolding digital revolution. 

‘Over the last few years, Kodak emerged as a 
key player in the development of a revolution- 
ary photosystem called Advanced Photo System 
(APS) - marketed by Kodak as Advantix. De- 
signed to make picture-taking o lot casier, APS is 
an open system for which any manufacturer can 
mahe cameras or film 

Regarded as state-of-the-art, Advantix cam- 
eras introduce drop-in film loading and allow the 
user to compose their pictures according to three 
formats - classic (proportioned like 4R), group 
(slightly wider) and panoramic. In the high-end 
systems, users can even do mid-roll change that 
means removing and re-loading partially ex- 
poned film cassettes whenever necessary. 

Before the advent of Advantix, it was Image 
“Magic that took the Philippine market by storm 
This Kodak's in-store digital imaging station 
scans from prints - no negatives required - and 
produces quality dye-sublimation prints. The 
{ant can recompose a picture 

in the meantime, Kodak introduces the film 
of the future ~ Kodak MAX - which is flexible 
enough to handle a wide range of picture taking 
conditions. It allows users to shoot in sunlight 
or low light, inside with ash, still life or fast ac 
tion - without changing films 

‘This 40 speed color negative film offers the 
best combination of color saturation, color accu 
racy and sharpoess. It is designed to take the 

guesswork and frustration out of the film 
selection and photography. enabling the 
‘consumer to use one film for almost all 
conditions 


CORE VALUES 


In its continuing quest for excellence 
Kodak Philippines is guided by five key 
‘values: respect for the individual, credibil- 
ity, trust, uncompromising integrity, con- 
tinuous improvement, and personal re 
newal 

The ultimate goal is to provide custom- 
ers and consumers with solutions they 
seek - to capture. store, process and com- 
municate images to people and machines 
anywhere in the world... anytime of the 
day 

Striving to fulfill this mission, Kodak 
Philippines has embarked on a journey 
into the future with renewed vigor and a 
full commitment to provide its growing 
number of customers only the best prod- 
ucts and services 


For Kodak Philippines, the future starts now 
with the introduction of more revolutionary prod- 
ucts in Consumer imaging, Business Imaging. 
Presentation Technologies, Motion Picture Imag- 
ing, Professional Imaging, Health Imaging, Digi- 
tal and Applied Imaging. 

‘As the new millennium unfolds, Kodak only 
desire the best out of the picture-taking experi- 
ence - an aspiration that finds perfect expression 
in its terse advertising slogan: Take Pictures, 
Further. 


Things you 
about KODAK 


él 


BULLETIN 


THE NATION'S LEADING NEWSPAPER 


THE MARKET 


The Philippines has a 

high literacy rate, a factor 

that pushes the market for 

a print media. That, plus 

the country’s active demoe 

racy, with the government's 

maximum tolerance for 

criticism, makes all forms of 

media thrive. For print, 

there are as many as 50 

publications — about ten 

daily broadsheets, ten daily 

tabloids, and the rest are 

weekly news and special 

interest magazines. The 

numbers vary according to 

the season — more when it 

is election, or special cel- 

ebrations like Christmas, 

the Centennial Year or other significant events 
The 99-year-old Manila Bulletin is the oldest 

of the publications. It is as old as the Philippine 

government which markes its Centennial in 1998. 
The Manila Bulletin, with its100,000 daily cir 

culation (300,000 on Sundays) Is the acknowl- 

‘edged markot leader in the daily newspaper cat- 

gory, a fact supported by the reputation it en- 

joys for getting the most response from classified 

and display advertisements. 


THE PRODUCTS 


The Manila Bulletin has its shane of criticism, 
but never on the issue of inaccurate information 
or malicious reporting Be- cause of its reputa- 
tion for accurate report- ing the 
Manila Bulletin has built 
a credibility that in- 
creases circulation and 
advertising sales. It 
presents an elfective 
news and informa 
tion medium, and a 
strong medium for 
advertising mes- 
sages with its 
wide readership 
base which 
spans the A, B, 
and C mar 
kets 

Themain 
section car- 
ries foreign 


and local 
news fed 

by a network of 

correspondents around the 

‘country. It has an opinion section fea- 


& 


turing well-respected columnists among them 
Joe Guevarra, Willy Ng, Beth Day Romulo, and 
Senator Blas Opie. Another page publishes con 
tributions from aders. legislators or opinion 
leaders on a variety of topics which even includes 
Spiritual, astrological and political analyses. 
Other daily sections are: Business, entertain- 
ment. lifestyle, sports, transportation and tour- 
The paper's variety of subjects is carried by 
the woekly sections. health. real estate. motoring, 
information technology, youth and campus, food 
and restaurants, fashion, agriculture, garden, 
‘On Sundays, the paper has special sections: 
the Panorama Magazine for feature articles: an 
-page tabloid size Fun Page for children. On Sat 
urdays, it has a broadsheet -size supplement en- 
titled C'est la vie and Weekend Sports. At least 
twice a week, the Manila Bulletin carries 
{an &-page supplement on in- 
dustry events like constroc- 
ton week, banking week, 
architects convention, na 
tional day for embassies, fa- 
thers day, company anniver- 


ACHIEVEMENTS 


From a two-page shipping page 
which published the schedules of 
in-coming and out-going. vessels, 

the Manila Bulletin initiated a read- 

ing habit among traders and business- 
men who tured to the newspaper for 
business opportunities and news. That 
was the beginning of the Classified Ad 
Section of the Manila Bulletin, a section 
that is taken seriously by everyone in 


search of employment, business, 
or career advancement. On 
weekdays, the Classified Ads 
Section covers about 12 pages, or 
fone pull-out section; on Su 
daya, this section has more than 
4 pages! 
The Manila Bulletin has also re- 
sponded to the expanding read- 
ership market by shifting from 
its purely business paper image 
during its early years, to that of 
a daily paper for every member 
ofthe family. From the daily sec- 
tions featuring business, enter- 
tainment, sports and society, the 
paper's editorial department has 
developed a variety of sections 
for specific subject Uke health, 
real estate, agriculture, mot 
ing, food and restaurants, youth 
and campus, and information technology. This 
has not only enhanced increased the featured ar- 
Liles but has also expanded the readership bose 
‘of the paper. The various sections are also a 
able on-line, which has attracted a wide reader- 
ship ine United States, as reflected by the many 
e-mail reactions received daily 


RECENT DEVELOPMENTS 


Two years ago, The Manila Bulletin started 
accepting full color advertisements. Today, most 
of its editorial and advertising pages are in full 
color because of the operation of new state-of 
the-art printing machines. The paper marked its 
aih birthday on February 2, 1999 with the switch- 
an of its latest printing system — a horizontally- 
mounted Mitsubishi... which occupies a four- 
storey building specially constructed to accom- 
modate this state-of the-art system. The machines 
now make it possible to extend deadlines to ac- 
commodate ate-breaker news stories and adver- 
tung copy 

The capacity of this machine has encouraged 
the publishing company to explore magazine 
publications. In the first six months of this yeas, 
it has produced a weekly newsmagazines named 
Tsismax, on show business, a weekly sports 
magazine, Weekly Sports Digest, a monthly golf 
magazine, Foret, and lately, a monthly motor 
travel magazine, Cruising. In the later part of the 
year, the company also plans to publish maga- 
Zines on other topics like health and science, real 
estate, information technology. 

‘Despite the economic crisis in the region and 
layoffs which some companies have imple- 
mented, these recent developments have opened 
the door for more hiring. Management does not 
see the economic crisis, but is planning to be the 
FIRST with more products when the region even- 


tually recovers. 
BRAND VALUES 


‘The Manila Bulletin logo — in gothic font — 
represents the long history of this paper. It car- 
‘es a reputaion built through 99 years, growing 
with a public. and responding to new market 
trends. The logo also reflects the paper's respect 
for traditional values of honesty and accuracy. It 
respects reputations and personal space. 

The Manila Bulletin is the newspaper you will 
find in eight out of ten places, be it in the resi- 
dence, office, school. medical facility, or fastfood 
restaurant, In fact, it is known that the circula- 
tion strategy of competitors is to be the “second 
paper in your home or office. Among readers, it 
is said that “if you didn’t read it yet in the Ma- 
nila Bulletin, then it can't be true.” This remarks 
{soften made because other papers have resorted 
to sensationalism to sell their front pages. 

Perhaps because the Manila Bulletin has al- 
Ways been there, generation to generation, it has 
become a morning habit which readers find dif- 
ficult fo kick ~ despite the emergence of nine 
other broadsheets and countless tabloids, 


HISTORY 


In February 2, 1900, the Daily Bulletin ap- 
peared for the first time on the Philippine scene, 
an issue job printed by E} Progreso at No. 10 
Carriedo Street, Quiapo Manila. 

ts first owner and founder was Carson C. 
Taylor, a school teacher from Minois, U.S.A. who 
served inthe US Army during the Spanish Ameri- 
«can War and decided to remain in the new colony 
‘of the United States to start a newspaper “to give 
the public accurate and reliable shipping and 
commercial information.” 

Founded initially as a business paper, it 
slowly evolved through ninety-nine years of ex- 
istence as a newspaper covering news both local 
and international, but it has never lost its charac- 
ter as a paper catering primarily to the business 
reading public in its publication of news of the 
stock market, business developments and analy- 
ss, business columns and news stories, and at 
‘one time, shipping news. This is what eared for 
M in 1907 the title of "the business newspaper of 
the country.” 

From its orientation which was one of service 
to the business community in the islands, it has 
gone heavily into print advertising and classified 
äs as part of its works of service to help Filipi- 
nos find employment and opportunity as well as 
tobrokerbuying and selling real estate and other 
chattels among its regular readers. This focus on 
business and industry spells its secret of success: 
a 1907 Bulletin editorial referred to the 
newspaper's record of “authentic” information 
regarding commercial and economic conditions 
indifferent parts of the archipelago. 

This service dimension of the Manila Bulie- 
tin has been enhanced by its identification as an 
institution which dates back tothe beginning of 
‘American rule. It has recorded in faithful and 
‘unadomed detail the day-to-day happenings in 
diferent parts of the country as the Philippines 
went through ts vicissitudes in the twentieth cen- 
tury from its erly halting attempts to modern- 
ize itself, its imbibing certain values from the 
American ethic especially the human right of ree 
expression, and subsequently through its falter- 
ing steps towards Independence no longer in the 
field of battle but in the American Congress 


corded Philippine historical events from the ri- 
valry between Quezon: and Osmefi, the even- 
tual ascendancy of Quezon as the first Common- 
wealth President, the Beginnings of World War 
1, to the early post-war period under the inde- 
pendent Government of Manuel Roxas. From a 
business newspaper published sx times a week, 
H has become a general newspaper publishing 
even on Sundays, since 1965, recording the hap- 
penings of this country, most especially, during, 
the period of independence from American rule 
as Filipinos took their first steps to recover from 
the ravages of war to build a republic managed 
by Filipinos for Filipinos 

Inthe post-war period, under the leadership 
‘of the late Brig, Gen. Hans, Menzi, the Manila 
Bulletin expanded, added a weekly magazine in 
1968, Panorama, and subsequently a tabloid in 
1982. Tempo, for the easy reading of the public. 


The Present 


Upon the demise of Gen. Menzi in 1984, the 
chairmanship and leadership of the Manila Bul- 
lenn as an exponent of Philippine progress fll 
‘on the shoulders of its new Chairman, Emilio T. 
‘Yap, whose even-handed leadership since 1984 
has brought the Manila Bulletin to its present sta- 
tus as the oldest, most prestigious and largest cir- 
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culating newspaper in the country 

‘More importantly, however, in line with its 
commitment to service, the Manila Bulletin be- 
«came a publicly owned corporation on April 18, 
1990, the only newspaper thus far that has ac 
quired wide base of ownership among general 
Investors. 

‘Thus the Manila Bulletin is an institution, one 
‘ofthe major institutions of the country inthe field 
‘of publishing and information gathering and di- 
semination. 

{started with this century and will continue 
its services tothe Filipino public wel into the end 
‘ofthis century and beyond. 

In its stance as a conservative though bal- 
anced instrument ofthe printed medium, it has 
kept its independence. however to balance off 
differing points of view. it has manifestly and by 
choice decided to present both sides on all major 
issues and to take the enlightened line of letting 
the public judge for itself. In this stance, it has 
been reinforced by the silent majority of Filipino 
readers through its continuing patronage. Ulti- 
imately itis a newspaper reading clientele that 
spells its survival and longevity, the Filipino pub- 
lic itself Through their use of the newspaper 
vehicle for their information needs, they have 
‘ensured the continuing progress of the Manila 
Bulletin. 


On account of continuing demand for more 
advertising space everyday, the Manila Bulletin 
has continued to improve and increase its print- 
ing facilities to meet the requirements of adver- 
tisers and readers. 


‘The Future 


Beyond glorying ints past as an institution 
with is own trations and linkages with Phil- 
ippine history, in its mission to continue to be an 
exponent ofthe Philippine progress and of con- 
‘ing service to the nation, the Manila Bulletin 
now looks towards the future. the end of the cen- 
tury and beyond, to keep pace with technologi- 
cal developments in printing and in publishing 
End to define is stance with regard to editorial 


Presently, with the near completion of the 
computerization ofits editorial operations, from 
typing in articles and contributions to a master 
Bie for print, electronically controlled lay-outing 
and pagination, to the preparation of camera- 
ready materials, the Bulletin expects more effi- 
ciency in is editorial production. Hand in hand 
with this modernization, ts needs for a manages 
ment information system have likewise been met 
with the installation of new equipment which 
Will integrate both business and editorial activi- 
ties fr greater efficiency. 

Side by side with this, however is along term 
plan to modemize its printing facilis to give 
the best quality reproduction for the paper. 


A Final Note 

Names come and got from Daily Bulletin, 
Manila Day Bulletin, Bulletin Today, and now 
‘Manila Bulletin, the one constant has beer" 
‘ponent of the Philippine progress” and the insti- 
tutional mission has always been “in service to 
the Philippines” for its general and business in- 
formation needs. The name is function of so 
‘al developments in the Philippines, a reminder 
‘of history and the succession of events that have 
marked the life span ofthis country in the bwen- 
tieth century. Thus, while names change, mission 
and philosophy do not, and as the country 
traverses into the twenty-first century, the Ma- 
nila Bulletin, now in its ninety-second year will 
traverse with the Filipino people and continue 
its service through its publications serving dif 
ferent clientele and the information needs for the 
pubie 


Things you didn’t know 
about MANILA BULLETIN 


THE MARKET 


People want the freedom w 
pay for the goods and service 
they use anytime, anywhere - anc 
they want to do it quickly, inex 
pensively and efficiently. 

The worldwide busin 
which has grown up around thi 
demand is known as the globa 
payments industry. Few areas o 
‘economic activity have expert 
‘enced such a radical change in the 
last ten years as this new industry 
=a fast-moving, high technologs 
business fo meet an es 
sential human need of the modert 
world, 

Companies and individual: 
alike are moving away from sole reliance on tra- 
ditional credit cards or charge cards. They are 
‘recognizing the potential of the vast range of ser- 
vice options now becoming available using the 
new secure communications and information 
‘technologies, matched to the creative flair of some 
of the very best wordwide providers. 

Already consumers have acess to many elec- 


handling and EFTPOS. By the turn of the cen- 
tury they will have an even wider choice of pay- 
ment options for use at both bome and overseas. 

The worldwide market has almost unlimited 
growth jl. Over 70% of transactions are 
still handled by cash or check, and virtually all 
‘of them could be dealt with more quickly and 
securely by credit cards, debit cards or 
smartcards. 

The Philippines has been quick to adopt to 
the new technology, with many companies pay- 
ing salaries by direct credit. 


MasterGard 


MasterCard. 
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ACHIEVEMENTS 


MastecCard International is the worlds Jead- 
ing global payment company I has grown from 
modest beginnings in 1966 to become an organi- 
zation which in 19% alone handled eariy six 
billion transactions totalling a gross dollar vol- 
‘ume of more than USS675 billion. 
MasterCard credit cards can now be used at 
‘over 14 million locations all over the world, while 
the company’s Maestro and Cirrus debit cards 
can be used at some 1 3 million EFTPOS facilities 
‘and 325,000 ATMs 
Today the number of ATM transactions 
worldwide exceeds the number of credit card 
transactions, and the MasterCard /Cirrus ATM 
network i the biggest in the world, 
Meanwhile growth of the debt card accep- 
tance is especially strong, By the end of 1996 there 
were some 34 million Maestro cards in circula- 
tion, up 39% on the end of 1995. 
‘The Asia-Pacific region is MasterCard’ sec- 
‘ond largest theatre of operations and accounted 
for 26% of total dollar business in 
1996, with MasterCard branded 
products winning business worth 
‘some US5200 million. During the 
‘same year the number of cards in 
circulation in the region jumped 
25% to reach almost 90 milion. 


HISTORY 


In the years following the end of 
World War I the western industri- 
alized nations, and the USA in par- 
trula, enjoyed an economic boom. 
Standards of living rocketed, as 
people eared more than every be- 
fore. business prospered, and tech- 
nologies (often developed dunng 
the war years), reappeared in prod- 


ucts and services available on the 
‘commercial market. Consumers 
‘suddenly had disposable cash, an 
awareness of the potential uses of 
that wealth, and a new confidence 
in handling it. They demanded of 
the banks better service and 
higher levels of convenience, 

In response to the trend, the first 
bankcards were issued in the 
1960s. They look primitive by 
today's standards, but they were 
to lead to greater things. In 1966, 
a group in the US called the West- 
‘em States BankCard Association 
opened its membership to other 
financial institutions and began to 
market their bankcard as 
MasterChange. Over the next Few 
years many more banks joined this association, 
and in 1979 the group changed its name to 
MasterCard, to reflect its market leadership and 
expanding range of services. 

‘Since then the company has chalked up an 
impressive ist of industry firsts. In 1981, for ex- 
ampie, MasterCard pioneered market segmenta- 
tion by launching the industry first gold card 
program. In 1983, i became the first to use laser 
holograms for security purposes. thas recently 


in essence means identifying users for security 
purposes through a thumb print. 


THE PRODUCT 


MasterCard members are banka, financial in- 
stitutions of other kinds, or major corporations 
‘which provide financial services. Through its glo- 
bal service MasterCard provides direct links for 
member host computers to MasterCard’ Banknet 
system, which enables MasterCard to meet spe- 
‘fic member needs with solutions tailored to lo 
cal conditions, 

MasterCard offers member banks a range of 
credit and debt products which they in turn make 
available to their customers. The standard 
‘MasterCard offered by all member banks is the 
mainstay of their creditcard business, giving cus- 
tomer the choice of 55 days free credit or a lower 
interest rate with no free days. Gold MasterCard 
{sa prestige product with a higher spending limit 
and additional benefits 

‘There is also a range of MasterCard purchas- 
ing cards - commercial, business and corporate. 
‘They provide companies with the perfect way of 
tracking and controlling company expenditure on 
travel and entertainment, or on any purchasing 
‘requirement. These cards are as valuable to com- 
panies with fve employees as to the biggest mul- 
tinationals. 


Gold MasterCard. 
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Internationally, MasterCard offers the Pre- 
mium Card (the Platinum Card in some coun- 
tries) which is an even more prestigious product 
{for people of exceptionally high net worth. There 
is also the World Card, the ultimate MasterCard 
with no fixed limit. This range of products en- 
ables both member banks and their customers to 
choose the best payment solutions for their needs. 

No matter what form the product takes, 
MasterCard exists to provide the infrastructure 
which supports the “anytime, anywhere” nature 
of credit, debt and stored value card use. The 
challenge is enormous. Because members and in- 
dividual card holders are working all over the 
‘world, in every time zone and in virtually every 
country, MasterCard must be prepared to func- 
tion around the clock and in scores of different 
languages. 

‘That applies on the personal level as well as 
in the inter-company business. MasterCard Glo- 
bal Service is the industry's most comprehensive 
customer service program, MasterCard 
cardholders can make a toll-free phone call from 
anywhere in the world to get help with any card 
related inquiry or problem. The service can field 
up to 140 languages, and had calls from over 
200,000 cardholders travelling in 130 different 
Countries during its first year of operations alone. 

MasterCard must also respond to its mem- 
bers in a way appropriate to the needs and cul- 
ture oftheir particular location. That is not easy. 
Products which are mature in one part of the 
world may be regarded as revolutionary in an- 
other. Personal credit cards, for example, ane com- 
mon place for Australia but almost unheard of 
for the citizens of China. Similarly, deposit ac 
‘cess products are well developed in Europe and 
just gaining mass popularity in the USA, but are 
virtually yet unknown in Africa, In markets 
where they are unfamiliar they have the poten- 
tial to leapfrog the conventional check book en- 
tirely, and MasterCard needs to be constantly 
alert to the implications of such opportunities 

Meanwhile, technological advances and cor- 

te alliances continue to strengthen 
MotiesCarde product ange and quality of sar 
vice 

MasterCard Online, for example, is an ad- 
vanced technological communications platform 
which gives members desktop access to 
MasterCard’s PC-based products and services. 
‘And the acquisition of Mondex Intemational has 
given MasterCard the industry's leading chip 
platform for smartcard design, supported by 
‘more participating banks than any other global 
system. 


RECENT DEVELOPMENTS 


Early in 1997, MasterCard competed the first 
ever secure internet transaction using the Secure 
Electronic Transaction protocol (SET). 
MasterCard has played a prominent role in de- 
veloping SET with partners IBM and Netscape. 


‘The new system means that people don’t 

voed to give their credit card numbers out 
over the Internet, and thus avoid the risk 
of the information geting into the wrong 
‘ands. SET establishes a new standard for 
security in electronic finance and is ex- 
Dect to be widely adopted in the next 
‘ew months and years 

MasterCard played a similar leader 
ship role in a new technology venture 
‘when it bought 51% of Mondex Interna 

tonal recently. The move is an important 
step in establishing the best global frame- 
work for chip based payment products 

better known as smartcards Smartcards 
themseives look set to replace cash and 
check transactions even for quite modest 
day-to-day purchases, and the same fam- 
ily of technologies could support many 
new applications beyond traditional pay- 
ment methods. Mondex is now working 
with AT&T on an internet system which 
will make it viable for merchants and con- 
sumer alike to make micropayments(Un- 
der S10) via the “net” 

Meanwhile. MasterCard has launched 
the MULTOS global chip technology plat- 
form for smartcards, MULTOS was an- 
nounced in May 1997 by a consortium of 
tight of the world’s leading electronic 
houses and smartcard companies, includ- 
ing MasterCard 

MULTOS uses Mondex technology to 
allow applications to be loaded securely 
‘onto a consumer s smartcard even after the 
card has been issued. That allows for ap- 
plications and security upgrades to be 
added toa users card down the phonelines 
or through the intemet There is no need 
for a bank to reissue the card when changes 
are made, and the customer can have his 
ot her own cand customized for particular 
needs 


PROMOTION 


The universal tag-line to MasterCard adver- 
tising today is "MasterCard, the Future of 
Money” The theme is supported by specific tele- 
vision commercials with the theme in mind. 

MasterCard has also moved into outdoor ad- 
vertising for the first time in some years, using 
the striking red, yellow an black colors and the 
Interlocking circle of the MasterCard logo - now 
‘one ofthe world's best known acceptance marks 
The two main executions, “Travellers checks” and 
“third Rock from the Sun” are simple iconic ex- 
pressions of the theme MasterCard is accepted 
at 14 million locations worldwide 

MasterCard is also deeply involved in sports 
sponsorship and supports World Cup Fooball, the 
‘American Colonial Masters tournaments, For 
‘mula One Motorsport, the PGA of America and 
the PGA of Australis. 


BRAND VALUES 


MasterCard is implementing an aggressive 
branding strategy to strengthen the acceptance 
of its payment products and to build its brand 
into one of the ten most respected in the world, 
This move is underpinned by a clear vision 
of the company’s goals. Top of the list is 
MasterCard's commitment to work with and on 
behalf of ts members and help shape the future 
‘of money by becoming the world's best and most 


preferred way to pay. 

MasterCard aims to be much more than a 
credit card company, and strives to give its cus- 
tomers secure access to money and service any- 
time, anywhere 


Things you didn’t know 
about MASTERCARD 


THE MARKET 


Filipinos have traditionally enjoyed the expe- 
tience of family outings, including opportunities 
of dining together. Twenty years ago, though, 
family dining outlets were few and choice was 
limited. This all changed when, in 1981 


McDonald's, the global leader in the quick-ser: 
vice restaurant industry, came to the Philippines 
With Mr. George Yang as Joint Venture Partner 


The first McDonald's outlets opened in the 
heavily student-populated Morayta, Manila area 
and in the very popular New Frontier complex 
in Cubao, Quezon City. The standards of quality 
service, cleanliness and value were immediately 
appreciated by Filipinos, especially the young 
and the young-atsheart, 

Today, family outings to restaurants have be 
come a major part of Philippine culture, espe 
cially at any one of the over 200 McDonald's res- 
taurants throughout the country 

‘The gradual expansion of the menu to include 
fried chicken, spaghetti and special breakfast 
items has increased the appeal of eating at 
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McDonald's. There is something to suit 
‘everybody's taste, from the toddler to the grand 
parent. 

McDonald's is proud to be the Filipino 
family’s choice for their outings. Parents know 
that McDonald's food are not only tasty, but also 
ot excellent quality and value. While they enjoy 
their own choice and quietly converse, their chil 
dren make use of the extensive and sate PlayPlace 
and perhaps get to meet their friend, Ronald 
McDonald. 

McDonald's greatest achievement is the ac 
ceptance and preference ofthe Filipino family 


ACHIEVEMENTS 


McDonald's the world's largest and fastest 
growing food service organization, with more 
than 25,000 restaurants in 117 countries serving, 
{food and drinks to more than 40 million custom- 
daily 

Perhaps the g 
McDonald's is its recognition by others in the 
industry as the trend-setter. McDonald's revolu- 
tonized the restaurant industry by recognizing 
and introducing quick service. Its aho known 
for giving consistent high-quality products pro- 
duced in the most hygienic of conditions. 
McDonald's the benchmark of the industry 
the company that sets the standards for others to 
follow. McDonald's has been named as the 
World's Most Admired Company in the Food 
Service category by Fortune Magazine for two 
years in a row, 1998 and 1999, 


atest achievement of 


HISTORY 


The McDonald's 
story began in 1954 in 
San Bernardino, Cali- 
fornia, Me. Ray Kroc 
was a salesman sup- 
plying milk-shake 
multi-mixers to a 
drive-in restaurant 
run by two brothers, 
Dick and Mac 
McDonald. Calculat- 


ing from his own fig- 
ures that the restau 
rant must be selling 


over 2,000 
milkshakes a month, 
Mz. Kroc was in- 


hind the success of 
the brothers’ thriving 
business. He visited 
the restaurant which 


promised its customers “Speedee Service” and 
watched in awe as restaurant staff filled orders 
for fifteen cent hamburgers with fries and shakes 
every fifteen seconds. He saw the massive po- 
tential and decided to become involved, On April 
15, 1955, he opened his first McDonald's restau 
rant in Des Plaines, a suburb just north of Chi- 

‘Rapid growth followed. McDonald's served 
‘more than 100 million hamburgers within its first 
three years of trading, and the 100th McDonald's 
restaurant opened in 1999, In 1961, Mr. Kroc paid 
$27 million to buy out the McDonald brothers 
interest; and in 1963 the billionth McDonald's 
hamburger was served live on prime-time tele- 

The brand proved equally popular outside the 
United States. McDonald's had already estab- 
lished successful international markets in 
Canada, Japan, Australia, Germany and England 
by the time the Golden Arches reached Manila in 
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1961. Today, McDonald's is represented om all five 
Continents stretching from Beijing to the Arctic 
Circle What started as an American phenomenon 
has become a truly international brand 


THE PRODUCT 


From its early roots as a small family-run 
hamburger restaurant, McDonald's has evolved 
into a multi-billion dollar quick-service restau 
rant industry While hamburger and fries remain 
the mainstay of McDonald's business, the menu 
has been expanded to meet the needs of chang- 
ing consumer lifestyles and eating habits. An in- 
stinctive ability to anticipate and fulfill real con- 


sumer needs has been central to McDonald's suc 
cess. A prime example of this is the unique intro- 
duction in the Philippines of MeSpaghetti It was 
launched to satisfy the Filipino taste as well as 
their penchant for eating spaghetti, a favorite fare 
during birthday parties and other local celebra- 
tions. 

Other franchisees from all over the world 
have developed ideas that are then shared with 
all jim Deligat from Pittsburgh US.A. was re- 
sponsible in 1968 for the creation of McDonald's 
best known and most successful menu item ever, 


the Big Mac; In 1972, Herb Peterson, another tran- 
chisee, was the driving force behind the devel- 
‘opment of McDonald's first breakfast menu - a 
move that has proved extremely popular world: 
wide, including the Philippines, bringing custom- 
ers in from early morning 

Especially popular in the Philippines are the 
organized birthday parties for children. Children 
love to eat and play at McDonald's, and look for- 
ward to meeting Ronald McDonald. Their happy 
memories with Ronald make them life-long 
friends. Rarely a day will go by without a birth- 
day celebrant having a party with their friends 
and relatives in a McDonald's restaurant. 

McDonald's is committed ta providing its 
‘customers with food of the highest quality. This 
Is achieved by using raw ingredients sourced 
from accredited suppliers, and ensuring that the 
food prepared follows the company’s interna- 
tional quality standards. 


RECENT DEVELOPMENTS 


The introduction in the Philippines of the 
McSaver Value Meal is a pioneering idea of 
value-for-money 

meals This became an 
innovation that has 
been welcomed and 
extensively supported 
by Filipinos every- 
where. The added bo- 
nus to children of ere- 
atively designed toys 
with McDonald's 
Happy Meals was an 
innovation within the 
industry. 

A development of 
which McDonald's is 
particularly proud is 
the student employ- 
ment program which 
allows students a 
chance to earn while 
studying. It is here 
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that they are able to learn something that they 
will carry with them for the rest of their lives - 
the dignity of hard work and the value of service 
Students who work as McDonald's crew soon 
become aware that McDonald's offers more than 
jb; it offers a potentially exciting career, inchid- 
ing the chance for training abroad and attending 
a course at the McDonald's Hamburger Univer- 
sity in Oak Brook, Ilinois, U.S.A. This has been a 
main reason why McDonald's employees are ex- 
tremely loyal. McDonald's set the standard in 
staff training, and it shows in the quality and 
speed of service provided. This is proof of the 
company’s commitment to international integra- 
tion, bringing their people from different coun- 
tries together to exchange ideas and discoveries 
in a never ending search for improvement and 
innovation 

1n 1996, the Ronald McDonald House Chari- 
ties (RMHC) of the Philippines was formed. It is 
a non-profit organization committed to assisting 
institutions focused on improving the quality of 
lite of underprivileged children. Funded prima- 
rily by each restaurant's contribution from their 
Happy Meal sales, RMHC supports organizations 
through grants that directly benefit children. 
‘Some of RHMC's beneficiaries are the leukemic 
indigents Fund Endowment (LIFE) Foundation 
forthe required 3 year treatment process fr leu- 
kemic patients; Tuloy sa Don Bosco- for the build- 
ing of a new dormitory for streetchildren as well 
as for their education; and Resources for the Blind 
= for the printing of Braille school books. RMHC 
is also an active partner of two global initiatives: 
‘Operation Smile and the Interplast Mission, both 
involved in reconstructive facial surgery. 


PROMOTION 


From the earliest days, McDonald's recog- 
nized the key-role of marketing in the brand- 
building process. As Mr. Kroc puts it, “There's 
something just as basi to our success as the ham- 
burger That something ts marketing McDonald's 
style. It's bigger than any person or product bear- 
ing the McDonald's name” Advertising is cer- 
tainly not the only cause of McDonald's success. 
Its, however, inseparable from it. Through brand 
advertising, McDonald’s has not only been able 
to broaden the Filipino public's awareness of its 
products, but has endorsed itself to the commu- 
nities that it has been able to reach. 

‘Children and their families are especially dear 
to McDonald's As such, the Happy Meals and 
McSavers Value Meals were introduced to ensure 
that everyone can be part of the 
McDonald's experience. 

McDonald's is also heavily involved in 
community activities. For the children, 
McDonald's has initiated the MAKABATA. 
Awards, which is a program that recog- 
nizes Filipino child achievers in fields of 
leadership. performing ars, visual arts. it- 
erary arts and sports. For the year 2000, 
McDonald's, in cooperation with the De- 
partment of Education, Culture and Sports, 
wili recognize 2,000 Filipino children who 
have made significant contributions to 
their communities in a program called the 
Millennium Dreamers Awards This pro- 
gram is part of a global initiative made 
possible through the alliance of 
MeDonald’s Corporation and The Walt 
Disney Company, together with the United 
Nations Educational, Scientific and Cul- 
tural Organizations (UNESCO) 


BRAND VALUES 


The McDonald's “Golden Arches" logo i, 
without doubt, the mast recognized symbol the 
‘world has ever seen. Literally billions of people 
‘throughout the world, upon seeing it, immedi- 
ately know that it marks a fastservice restaurant, 
‘where a variety of quality foods and drinks will 
be available, in clean and hygienic surroundings 
and ata competitive price. No other business, 
‘anywhere, has been able to match the brand rec- 
ognition of McDonald's, and probably, nobody 
ever will. The value of such a brand is 

beyond estimation. 

In the Philppines. the qualities that made 
McDonald's the biggest global food service chain 
lives on. Mare than anything else, McDonald's 
Values the communities it serves as well as the 
families and kids that make McDonald's what it 
Isright now -the most popular restaurant in the 
world 

McDonald's continues to find ways and 
means to enhance its products in its desire to sat- 
isfy customers. McDonald's patrons can always 
Isok forward to the highest standard of quality, 
consistently excellent evel wers ice the cleanest 
environment and the best value money can buy 
‘everytime they visit a McDonald's restaurant, 
McDonald's is the acknowledged benchmark as 
it sets the trend inthe fod service industry in 
117 countries where itis present 

‘Already adjudged as the best brand image in 
the world, McDonald's truly a Superbrand, 
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THE MARKET 


It is an indisputable fact that, in the Philip- 
‘pines, the cost of health care, including medi- 
cines, is disproportionately high in relation to 
average earings. Thus, illness striking a mem- 
ber of the family is not only stressful but can be 
positively economically damaging, 

Recognizing this distressing problem, twelve 
years ago, a number of Philippine medical prac- 
titioners established a method to overcome this 
problem ~ MEDICatd, 

Being Filipino doctors, they were fully aware 
‘of local problems. Hospitalization means pay 
ing a large deposit. In an emergency, this can 
present enormous difficulties. Thus, unlike the, 
‘usually imported, insurance plans, this problem 

eliminated by simple presentation of the card 
at any one of their hundreds of associated medi- 
cal centers, 

With there being over 70 million Filipinos 
and only 28% or 2 million are enrolled in 
HMO's, the growing awareness of the cost of 
health care by low and middle income workers 
ensures a continually rising market for this emi- 
nently sensible product. The large number of 
companies who enlist their employees into the 
scheme is achieving growing awareness of mem- 
bership benefits. This, in turn, introduces the 
MEDICard to the community. The scheme has 
to date enlisted over 300,000 members and is ex 
panding daily. 


ACHIEVEMENTS 


In spite of the Philippines economic woes of 
the past few years, sales increased continuously 
over the first ten years by over 250%, ensuring 
an annual sales of P255 million by 1997 and al- 
most P400M in revenues by the end of 1998. 
Growth is still ongoing as more companies real- 
ize the benefits of providing health care to their 
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workers. Many of the country’s largest employ 
‘ers, both local and multinational, now issue 
MEDICand to their workers. This ensures that 
sick personne! obtain early treatment for medi 
cal problems and thus lose less time at work. Pro- 
ductivity is therefore maintained while skills are 
retained. To date, over 1,400 companies have 
taken advantage of this scheme, attesting in the 
best possible manner to the quality of the prod 
uct and service 

Medical practitioners are caring people. Al 
though. as with most companies, the directors 
would be remiss if they were not profit conscious. 
the company regularly fields medical seams int 
deprived areas providing free on-the-spot atien- 
tion and free medicines. ris always 
willing to provide much needed 
medical skills in areas that have suf 
fered natural disasters 


HISTORY 


JAN In 1986, a group of eminent 


phesicians from the most dis 
tinguished medical centers in 
the country, concerned at the 
ability of working people to 
pay for much needed quality 
health care, inaugurated 
MEDICard. The country had 
suffered badly during the 
waning years of Marcos rule 
Health costs were rising, but 


incomes were falling. Ever 
middle income families were 
finding difficulty in putting 


bby money for emergencies. Thus, if sickness oc 
ccurred, the necessary funds were just not avail- 
able to receive treatment and pay for medicines. 
MEDICard was born out of a desperate need. 

One of the founders, who was to become the 
first president, (a position he holds to this day), 
Dr. Nicanor D. Montoya M.D, held a very simple 
philosophy. It was that if a person could just put 
away PAO per day, (not a large sum, even then), 
he could afford hospitalization 

From this premise, MEDICard was created. 
‘An organization was formed, MEDICard (Phil- 
ippines), Inc, that would provide quality com- 
prehensive health care services to a large num- 
ber af Filipinos, at a cost that they could afford. 

Just one year later, operating, from the 9th 
Noor, Sagittarius Building, HV dela Costa Street, 
Salcedo Village, Makati, the company com- 
menced marketing the scheme. Recruitment of 
‘members was slow at first until it was realized 
that more people could be reached more quickly 
by enlisting companies who were lange employ- 
era. The advantages of this scheme to all partici- 
pants were so obvious that the marketing strat- 
egy was immediately succesaful. The scheme was 
then expanded to appeal to company executives 
and middle managers a well as the rank and 
file 

By 1990, the sucess of the 
scheme enforced the 
opening of further 
offices in 
Cagayan de 
Oro, Cebu 
and Davao 
city 


‘These offices were tasked with the coordination 
of accredited providers and giving assistance to 
members. The expansion of the Company meant 
continual updating of systems and procedures 

‘The founders and operating officers being 
mainly from the medical profession have given 
MEDICard a uniqueness that is difficult to be 
matched by other organizations that offer medi- 
cal insurance. Being of the profession, more 
tention is given to the service than the finances 
Investment is constantly being made to make 
quality health care services available to its ever- 
growing membership throughout the country. It 
is the dedication to good health and services as 
envisioned by the founding doctors that has 
made MEDICard a company whose members can 
always rely on, 


THE PRODUCT 


MEDICard is a health maintenance organiza- 
tion that provides a comprehensive health care 
program for the members, This includes hospi- 
{ul confinement benefits, outpatient, preventive 
health care and emergency care services. It also 
provides financial assistance and dental care. 
The uniqueness of MEDICard is that unlike 
medical insurance, pre-payment of bills for later 
reimbursement is not required. Upon presenta- 
tion of the member's cand, even the hospital de- 
posit is guaranteed by MEDICard, thus no cash 
| required at any stage, The patient only need 
worry about getting well, not paying bills. 
Associated with MEDICard are over 3,000 
accredited doctors, dentists and specialists, op- 
‘erating out of over 200 hospitals and clinics na- 
tionwide. The specialists cover the full range of 


professions including cardiologists, urologist, 
endocrinologist, anesthesiologists and many 
more. 


MEDICand goes much further than just pay- 
{ng hospital and medical bills. It really daes care 
for ity members, Hospitalized members receive 
a visit from MEDICard'sLinison Officer. She re- 
Views the member's plan, talks with the assigned 
doctor and specialists. and briefs the patient with 
their privileges. More than this, she will even 
process the necessary papers including those to 
obtain any government Medicare benefits. This 
allows the patient to just relax and concentrate 
on recovery 
‘Operating 24 hours each and every day, 
MEDICard provides a quality health 
care service nationwide 


RECENT 
DEVELOPMENTS 


MEDICard prides itself on being able 
to rapidly respond to the ever-changing, 
needs of its clients, To aid in this, a nation- 
wide Service Management Survey was con- 
ducted to assist in developing new procedures 
and provide even faster and even more efficient 
services 

For members who travel abroad, MEDICard 
linked AEA International Services who have 

alarm" centers in 14 logistical countries. This al- 
lows members to receive emergency health care 
if required. 

Being launched this year will bea new range 
of packages that will include VIP and Senior Citi- 
zens plans. 

‘The success of MEDICard can be traced to the 
strong links it has forged with the medical indus- 


try. MEDICard is continuing to build and 
strengthen these links. 

*Multi-r™ home service executive check-up 
was introduced for total customer convenience 


and satisfaction 


PROMOTION 


The distinctive blue card js designed to give 
confidence to the prospective member. The slo- 
gan “Prescribed by doctors” is very significant in 
the promotion of MEDICard. This is not an in- 
surance company headed by financial executives 
‘but rather one headed by those who are part of 
the medical profession. It clearly spells out that 
MEDICard is genuinely concerned with health, 

Although advertising campaigns are con- 
ducted in print and newspapers aimed at attract 
ing the concemed individual and family, a major 
thrust is through marketing representatives who 
visit businesses 

For the business promotion, the slogan, 

‘You're in good company” is utilized. The logos 

and names of the many prominent corporate 
‘members are made available 

To further create public awareness, 
MEDICard conducts "Wellness Programs” and 
free clinics on a regular basis Often these are at 
the request of Local Authorities and have proven 
to be very successful. At the site of operation, 
the low and middle-income earners and their 
families receive much-needed health care. They 
‘become aware of the benefits of budgeting a few 
pesos to maintain the most precious thing they 
have — health. These clinics receive recognition 
from all sectors of society and thus aid in the de- 
velopment of MEDICard s client base. 

MEDICard displays for all to see its ability to 
provide excellent health care services backed by 
the medical industry. 
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BRAND VALUES 


MEDICard, headed by highly qualified medi- 
cal practitioners, proudly and honestly states, 
“Prescribed by doctors” Itis widely recognized 
as the “no fuss” healthcare service 

The distinctive blue logo is recognized 
throughout the archipelago, inspiring the well 
‘earned confidence in their capabilities. thas been 
proven a company that is not prepared to sit on 
its laurels, but to ever seek improvements. The 
staff is of the highest quality, working within a 
team that is dedicated to just providing the very 
best of services to its members 


| 
Things you didn’t know | 
about MEDICard 


THE MARKET 


The wheel tsan ancient device, utithas only 
been during the twentieth century that our ives 
Rave boen changed beyond recognition by is use 
on cars, tracks airplanes, trains and subway sys. 
fems. Hand in hand with tnis development has 
been the monumental growth of the world tire 
Industry; nom valued at mone than USS ion 
tral 

oe market leaders are Micheli 
(France Bridgertone Japan) and Goodyear (US) 
Other contenders include Cotinena and Pel 


ACHIEVEMENTS 


Michelin is based at Clermont-Ferrand in 
France and operates more than 80 manufactur- 
ing plants in 19 countries, five rubber plantations 
in Africa and South America, five testing facili- 
ties and five research and development centres 
in France, Japan and the US. The company hasa 
sales network in more than 170 countries 
Michelin has consistently pursued an effec- 
tive marketing strategy, catapulting in 
"Bibendum” Michelin Man corporate symbol into 


v 


the ranks of the great icons of brand history. In 
1998, Michelin celebrated the symbol's centenary 
the same year Philippines is celebrating its 100th 
year of independence. 

Michelin has consolidated its status by pio- 
neering tire products which have set standards 
for the entie industry 


HISTORY 


Until 1849, the Michelin factory at Clermont 
Ferrand, France, produced mainly rubber prod- 

ucts such as hoses and general farming imple- 

ments. Then a cyclist, with both tires of his bi 

cycle punctured , arrived at the factory in an ox 
cart. Andre and Edouard Michelin, the brothers 
who controlled Michelin, spent many hours re- 
pairing the tires but these soon punctured again. 
This situation puzzled Edouard Michelin, and he 
spent some time devising a solution - a detach- 
able pneumatic tire, which could be repaired in 
Just fifteen minutes. This development was to 
revolutionize the world transport industry 

Having patented their detachable pneumatic 
tire, the Michelin brothers sponsored. an un- 
known cyclist, Charles Terront, in a bicycle race 
from Pars to Brest, using their tires. Terront won 
the race by a full eight hours. Michelin then or- 
ganized a bicycle race from Paris to Clermont- 
Ferrant, secretly depositing nail booby-traps en 
route. They found themselves with 240 oppor- 
tunities to prove how easy it was to repair a pun: 
ture. A year later, more than 10,000 cyclists Were 
riding on Michelin tires, 

Michelin's great breakthrough came with the 
car. The first cars used solid tires. To demon- 
strate thelr pneumatic tires, the Michelin broth- 
ers entened a car race from Paris to Bordeaux and 
aher a series ol trials, breakdowns and even a fire, 
finished ninth out of 210 competitors. 

By 1905, a trading 
house had been set up 
in London. A manu- 
facturing facility in 
aly followed in the 
next year. Building on 
the company’s suc- 
ound the world, 
Michelin bought a US 
rubber company and 


War broke out, 
Michelin turned its 
hand to airplane 
manufacture and 
made 1.554 planes for 
the French war effort 


Alter the war, Michelin developed tires for 
assenger rail cars. A wave of international ex- 
Pansion followed, including the opening of 
Michelin planis in the UK. During the Second 
‘World War, the company refused to collaborate 
‘with the occupying German forces who took con- 
trol of many of their manufacturing plants 

In 1946, Michelin registered the world's Hist 
radial tire - known as the Michelin X- the pro- 
totype of the pneumatic tire we use today. This 
was truly a momentous event for the tire indus- 
try. Michelin soon launched into massive expan- 
sion to meet demand. This entailed a move into 
the US market in 1950 with the incorporation of 
the Michelin Tire Corporation, based in New 
York, and the opening of ever more Factories 

round the world. In 1966, Michelin made its ul- 

timate breakthrough in the US market when Ford 
decided to launch its new model, the 1968 Lin- 
coin Continental IN, with Michelin's radial tires, 

‘During the 1970s, Michelin underwent explo- 
sive growth with 23 new plants to manufacture 
radial tines. In the USA. the prize market for pas- 
senger vehicles, Michelin was by then the fore- 
‘most supplier of tire equipment. Michelin com- 
tinued its aggressive expansion, particularly in 
the Far East. By the end of the 1980s, with the 
‘acquisition ofthe Uniroyal Goodrich Tire Com- 
‘pany, had become the world's leading tire manu- 
facturer 


THE PRODUCT 


Michelin provides over 35,000 types of tires 
for virtually all kinds of vehicles including bi- 
cycles, motorcycles, cars, trucks, trains, airplanes 
and even the NASA space shuttle 

The company has been a pioneer in the in- 


dustry since 1889 when it developed that first 
detachable pneumatic tire. Other first have in- 
cluded the tread pattern (1905); the twinned 
‘wheel used on buses and heavy goods vehicles 
(1908); railtires, called "Michelines” (1929); and 
the radial tre, developed in secret during the Sec 
‘ond World War and now the standard for most 
motor-vehicles (1946); tires for aircraft like the 
Boeing 777 (1980s); and tires for tube trains, first 
used in Montreal in 1981. Michelin has also de- 
veloped tires fr rallying and racing, and helped 
Ferrari win the Formula One World Champion- 


ticularly successful offshoot of 
Michelin’s cove activity has been Michelin road 
maps and guides. The intention behind the cre 
ation of the maps was to get more people onto 
the roads, Andre Michelin, an ex-official at the 
French Ministry ofthe Interior Map Department, 
supervised the publication of the first Michel 
Guide in 1900, 

Michelin has developed partners and invest: 
ments in the Asia Pacific region, 
volved in 26 companies inthe a 
ries in four countries: Japan, CI 


and has facto 
Thailand and 
the Philippines. Michelin Australia was formed 
in 1997 
a leading tire supplier in the region. 

Between 1960 and 1990, Michelin was open- 


as part of the company's plans to become 


ing an average of one new factory ev 
ery nine months. After its acquis 
tion of US-based Uniroyal Goodrich 
in 1989, Michelin began consolidat 
ing it current interest to best effect 
It now plans to boost its US manu- 
facturing facilities by $900 million 


PROMOTION 


Michelin has secured a strong 
marketing presence worldwide with 
its familiar symbol Bibendum, the 
Michelin Man. This congenial f 
built o 


‘t of tires has been used in all Michelin's 
poster/TV advert d 
features on all Michelin rosd-maps. He has even 
been converte ini atable balloons, 
desktop ornamen Bibendum is one 
of the oldest and best-loved corporate logos in 
the world 
He was conceived by Edous 
‘exhibition in Lyon in 1598, when a stack of tines 
man figure. His 
brother Andre, with the artist ‘Galop conceived 
the Michelin Man in a 


rotund ‘bon vivant 


ing, corporate literature, 


Michelin atan 


looked to him almost like a 


w-tamous poster of a 
wine drinker made of tires, 
raising a glass of road debris (overcome by 
Michelin tires, of course). A sign overhead read 


A SMOOTH RIDE STARTS WITH YOUR TIRES. 


drink 


The name Bibendum was coined by a 
famous race driver. Thery. 


BRAND VALUES 


Michelin is truly international brand with an 


outstanding heritage. Itis renowned for its pio 


neering and ground breaking achievements in 
the tire industry. These feats have been achieved 
through a full understanding and anticipation of 
customer's needs, combined with 
minded approach . learning from past experi- 
ences, but consistently looking beyond the here 
and now to something even better 

‘Customers have come to expect consistent 


high quality and reliability from the tire company 

which works to ensure we travel in safety ar 
ad maps. Michelin 

to “take a great tread forward 


with ease, guided by 


always prepared 


Things you didn’t know 


about MICHELIN 
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(O During the 1937's, Michelin bought the be: 
Senguered Cren Car Company and restored 
to the stats of a reat French car maker 


© Tretamouty pen Misi Dd ft 
apered i aR London w I, rd 
opened in 1907. 


O Michelin in by far the baat employer in 
‘Genin Feran, Franch om here 


Edouard Michelin’ named after the 
company's cofounder and a bar called “Les 
[its after Bibendum. the famous Michelin 
Man logo, 


© Each day, Michelin produces on average 
7 0 re 8A 00O inner tsar a milion 
Momem ot atie. 


THE MARKET 


‘Though the Philippines has over 65 million 
people and a high literacy rate, the subscription 
cost ofa newspaper has always been a major con- 
sideration for consumers in this third world na- 
tion. Distributing a daily newspaper in all major 
populated areas in an archipelago of more than 
7,100 islands is a daunting task. Historically, only 
a tew nationally circulates newspapers have been 
truly successful 

Today, the Inquirer leads all other newspa- 
pers in readership in virtually every socio-¢co- 
nomic class in the Philippines and its circulation 
continues to grow at a rate higher than the 
industry's. The Inquirer sells more than 225,000 
copies daily, at least 50% more than its closest 
competitor 


ACHIEVEMENTS 


The Inquirer has won aver 100 journalistic 
awards, more than any other newspaper in the 
history of Philippine journalism. The Inquirer ts 
arguably the most influential news organization 
în the country and its articles and features con- 
tinue to be the benchmark among news media 
‘groups around the country 

‘The Inquirer's continuous market share gain 
ts remarkable considering a tough market with a 
former market-leading competitor that has been 
around for almost 100 years. Today Inquirer has 
à circulation market share of 50% and has led in- 
dependent readership surveys since the early 
190 

In 1998, the Inquirer won the prestigious 
Agora award for marketing company of the year 
in recognition of its achievements 


HISTORY 


“The Philippine Daily Inquirer was born in the 


gazine 


UIRER 


last days ofthe Marcos regime. Like its prede- 
cessors, the Mr. fe Ms. Special Edition and the 
‘weekly Philippine Inquirer, it was to play anim- 
Portant role in chronicling and helping bring 
bout the overthrow of the dictatorship. 

Ms. Eugenia Apostol and a group of media 
people organized the Inquirer to meet the de- 
Emand for a credible broadsheet that would com- 
pete with the 3 national dailies controled by 
Marcos’ cronies. The group wanted to have a 
newspaper that was truly independent — Iree 
from the influence of interest groups Its maiden 
issue, published on Dec 9, 1985, sd 30/000 cop- 
tex. The paper Iter adopted the slogan, “Bal- 
anced News, Fearless Views.” It was one af two 
magor alterrative newspapers thar headlined the 
Aight of the Marcones on February 25, 1986. 

in the wake of the collapse of the Mareos re- 
ime, over 20 newspaper brands appeared in the 
market vying for a plece of the market in a soci- 
ety hungry for free and uncensored news, Al 
most overnight the leading newspapers that 
were strong] identified with the Marco regir 
Tost much of their circulation. Competition 
among the new broadsheets prew even tougher 
‘sit was cear that the market could not sustain 
Such a large number of newspapers 

By 1990, the Inquirer had risen above this 
tough and dynamic marketplace to establish I- 
eif as the country’s largest circulated broadsheet 
This was validated by a circulation audit con- 
ducted by SGV & Co. for the Print Media Audit 
Council. Inquirer’ unique brand of “Balanced 
News, Fearless Views” had gained wide accep- 
tance among Filipinos: 


THE PRODUCT 


Inquirer's journalistic strength stems from is 


Or 


NOUIRE 


independent and fearless nature. Countless 
‘scoops and exposés have helped build the paper's 
reputation as a news leader. Many national is- 
‘sues are first exposed and tackled by the Inquirer 
and later picked up by other news organizations, 

Aside from being the Philippines’ most pre- 
ferred newspaper, the Inquirer is probably the 
most Innovative. The paper was the first to in- 
troduce special niche sections. Among these 
publications are the Elan, Junior Inquirer, Job 
Market, Classified Assets, Inquirer Interactive, 
22BU, and Inquirer Golf Monthly. Inquirer also 


yess 


has a sister company that publishes the Cebu 
Daily News, 

Inquirer Interactive is one of the Philippines’ 
most popular web sites averaging over 25,000 
daily visits. With over half of these visits coming, 
{rom outside the Philippines, the site has become 
a favorite among expatriate Filipinos. One of the 
web site's many features include online recruit- 
ment. Inquirer's Job Market is the only publica- 
tion that can offer print and online exposure for 
recruitment ads. It features such innovations as 
Resumé Reserve, which enables job seekers to 
enter their resumés online into a database ac 


Wanna See 


cessed by hiring companies. 


RECENT 
DEVELOPMENTS: 


Among Inquirer's recent awards 
include a Webby Award for best Phil- 
ippine web site, an Anvil Award of 
merit for the Tabang Mindanaw 
(help for drought victims) campaign, 
2 Citibank Excellence in Journalism 
‘Award and an Agora Award for mar- 
keting company of the year. 

In 1998, the Inquirer became the 
first newspaper to establish a satel- 
lite printing plant outside of Metro 
Manila. Located in the island of Cebu, the press 
is envisioned to take over Inquirer's printing 
requirements within the Visayas and Mindanao 

The economic crisis of 1997 and 1998 saw a 
plunge in consumer spending and the adver- 
tising industry. Despite this, the Inquirer 
weathered the storm admirably, and by early 
1998 was registering encouraging growth ver- 
‘sus the previous year 

‘Also in 1998, Inquirer's board of directors ap- 
pointed Alexandra R. Prieto as president and 
chief executive officer. The energetic Ms. Prieto 
is the Inquirer's youngest president at 32. Pre- 

viously, she was the company’s executive vice 

president and chief operating officer 


JOB MARKET 


PROMOTION 


in various points ofits history, the Inquirer 

hasbeen known as the “alternative” 
paper, a fearless opposition paper 
land an aggressive critic of govern- 
ment and society. By the early 90s, 
Inquirer gamered circulation lead- 
ership but was still not considered 
by mast people to be the “leading” 
newspaper 

In the mid-1990s, the Inquirer de- 
cided to augment its image of being 
fearless alternative newspaper and 
began to aggressively promote itself 
as a leader. A recent print campaign 
focused on Inquirer being “No.1 
with the numbers to prove it.” With 
campaigns such as this, the Inquirer 
has gained market leadership in dis- 
play advertising and was one of the 
‘only media organizations not signif 
cantly affected by the recent eco- 
nomie downturn. 

Recent promotions have included 
some of the most innovative reader- 
ship campaigns in the classified ads 
industry. In 1996, the Inquirer won 
2 awards for excellence in radio od- 
\Vertising for its campaigns 


BRAND VALUES 


The Inquirer is known as the Phil- 
ippines’ fearless and independent 


news leader. To its readers, Inquirer will always 
‘mean hard-hitting, thought-provoking and even 
‘controversial journalism. 

To its advertisers, the paper is known for its 
unparalleled effectiveness, customer service, and 
quality reproduction of print advertisements, 

To society in general, the Inquirer leads in in- 
forming the public, stimulating change, and in- 
spiring action 


Things you didn’t know 
about INQUIRER 
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<> PLDT 


Clearly for you 


THE MARKET 


1s hard to project how fast 
telecommunications will grow 
in the next few decades, simply 
because it's breathing fire and 
brimstone on virtually all markets 
in all countries across the globe. Its 
emerging convergence with comput- 
ers and broadcast media is laying the 
groundwork for the world of the future 
- revolutionizing the way people every- 
where live, work, do business and have 
fun. 
Poised to take full advantage of this tele 
communications explosion in the Philip- 
‘pines is PLDT, the country’s largest and 
‘most diversified telecommunications com- 


pany. 

PLDT leads ina market thats still young, 

Government-led efforts to pave the way for 

the information superhighway exist side by side 

‘with the quest for universal telephone access, 

critical in a country with over 7,00 islands and 
‘more than 70 million people. 

‘Approximately 10 out of every 100 Filipinos 
today have fixed-line telephones. Inthe National 
Capital Region which includes Metro Manila, 
teledensity is three times higher. There are more 
than 17 million cellular phone subscribers ration 
wide and roughly 280,000 Internet subscribers, 
{85% ofthese corporate users and the rest, home 
users, 

Providing telecommunications services to this 
fast-growing market are 73 private telephone 
‘operators, 5 cellular phone operators and ap- 
proximately 200 Internet service providers. 

PLDT alone accounts for about 60% of all 
fixed telephone lines in the Philippines. Together 
With affiliates Smart Communications, Inc. and 
Pilipino Telephone Corporation, the share comes 
up to roughly 67%. These two affiliate compa- 
nies, meanwhile, control 73% of all cellular phone 
lines nationwide, Another PLDT affiliate, Internet 
service provider (ISP) Infocom Technologies, nc, 
‘outpaces all other local ISPs with its 40% market 
share, Then, there's the PLDT-led consortium 
Mabuhay Philippines Satellite Corporation, 
‘Which owns and operates the country’s first and 
‘only international communications satellite. 


ACHIEVEMENTS 


In its first 65 years, PLDT was synonymous 


PLDT that leapfrogged development by doubling. 
its subscriber base built up in 65 years within only 
three years, then following through with massive 
network modernization that goes on to this day 

PLDT also leads the way in forging strategic 
alliances with major regional and global carners 
“alliances that have kept the Philippines abreast 
of telecommuniations developments overseas 

Nom stronger. leaner and more dynamic, 
PLDT is no longer limiting its vision to the local 
playing feld but is warming its els for a stake 
in the much bigger regional market. 


HISTORY 


On November 28. 1928, Philippine Governor 
General Henry Stimson signed into law a bill 


eral Telephone and Electronics Corporation or 
GTE- the franchise to establish and operate tele- 
phone services throughout the Philippines. Long 
distance calls became possible where heretofore 
‘only calls within Metro Manila or within each of 
only four provinces with telephone services then 
‘were possible. 

Only eight years later, PLDT already had a 
nationwide telephone system in place that linked 
strategic points in the country’s three largest is- 
lands. Its growth was phenomenal - within two 
‘years it was able to acquire the assets, proper- 
ties, franchises and business of the various teie- 
[phone systems then in operation, replaced open 
‘wires with underground and aerial cables: and 
‘established overseas radio telephone services be- 
tween the Philippines and the United States and, 
other parts of the 
world, 

World War Il com- 
pelled American mili- 
tary forces to destroy 
the PLDT system in 
Manila to prevent the 
invading Japanese 
from utilizing it. in 
1942, however, the 
Japanese took over and 
partially restored the 
system; but lack of 
parts and proper main- 
tenance led to its fur- 
ther deterioration. in- 
tensive bombing by 


‘operational when the American military finally 
took over. Limited phone service was made avail 
able to the civilian population in December 1945, 
land the system was turned over to PLDT in Au- 
gust 197, 

PLDT started the dificult task of rebuilding 
its networks and in December 1953, it exceeded 
fo the first time the number of its telephones in 
‘service before the war. It was also at this time 
that it started to conver its provincial manual ex- 
changes to the automatic or dialling system. 

PLDT introduced its microwave system in 
1961, Three years later, it launched a massive two 
phase service expansion and improvement pro- 
‘gram. On December 20, 197, a group of Filipino 
industrialists and businessmen led by Ramon 
Cojuangco acquired the block of shares owned 
by GTE. making PLDT a Flipino-controlled cor- 


poration. 
in 1977, PLDT launched a 0-year program 
to assist government in developing the country- 
‘side into growth centers The following year. elec- 
tronic or computercontroled switching system» 
were introduced, paving the way for national and 
international direct distance dialling; automated, 
services such as absentee service, call barring, 
hotline, call waiting, abbreviated dialling, re- 
‘corded messages and subscriber number change 
notification, ine condition reports in repar ser- 
Vice; upgrading of toll centers from analog to digt- 
tal and set-up of data transmission facilities 
PLDT» planned five-year expansion and 
‘modernization program beginning 1988 that was 
supposed to introduce digital switching and fi- 
ber optic cables into its network was aborted by 
the nationwide financial crisis of 1987 to 1993. 
Dollars were unavailable to import the supplies 


with Philippine telecommunications. Account- 
ing then for 93% of al telephone lines in the coun- 
try, t was the sole agent of inter-island telecom- 
munications and the dominant international car- 
tier 

The industry's liberalization in 1993 has 
‘opened up the market to other players, but it was 


American forces dur- 
ing the liberation of 
Manila in February 


“ 


BUSINESS 


needed. A backlog of 800,000 lines thus piled wp, 
prompting PLDT to launch - amidst the industry's 
liberalization - its P76-billion Zero Backlog Pro- 
gram in August 1993 that doubled its network 
built in 65 years within only three years and set 


it on the road to full digitalization. 

Emboldened by its success, PLDT immedi- 
ately embarked on a new program to install an 
‘additional 1.7 million digital telephone lines all 
‘ver the country by the year 2002. It also took off 
in space, launching in 1996 the Philippines first 
and one of Asia's most powerful international 
communications and broadcast satellites Agila I 
through its majority-owned Mabuhay Philip- 
pines Satellite Corporation. Construction of the 
Philippines’ first telecommunications superhigh- 
way designed for high-speed, high-capacity 
broadband transmissions began. The country's 
first local Internet hub was set up. ACASIA Com- 
munications, an alliance between PLDT and five 
other ASEAN carriers, was launched to provide 
‘enhanced regional telecommunications services 
third international gateway exchange was com- 
pleted. New products and services to enhance 
local and long distance services were introduced. 
Employee productivity was doubled and opera- 
tions were reengineered for faster and more effi- 
cient service delivery. 

‘Anew chapter in PLDT history began in 1998 
‘with the passing of the company’s controlling. 
‘ownership from the Cojuangco family to the 
Hong Kong-based First Pacific Group, one of the 
Asian region's dynamic conglomerates 


THE PRODUCT 


PLDT' franchise, which extends to 
2028, authorizes it to provide virtually 
every type of telecommunications 
service throughout the country 
Ithas network of 177 central 
office exchanges serving 
the Metro Manila 
area and 191 
ther cities 


and municipalities throughout the 
Philippines. As of end-1998, the 
umber of access lines i sevice 
throughout PLDT's system was 
approximately 1.6 million. repre- 
senting about 60% of all access 
lines in the country. 

PLDT operates the Philippines 
only nationwide digital micro- 
wave backbone, which connects 
its own exchanges with LO10other 
local exchanges. including eight 
exchanges operated by the Philip- 
pine government To complement 
its microwave backbone, PLDT 
has recently put into service the 
‘county's fist nationwide all-fiber 
optic network designed to handie 
heavy volumes of voice, data and 
video transmissions. PLDT na- 
tional long distance network inks 
1.763 calling points in 1014 mu- 
nicipalities throughout the coun: 
try. 

International long distance ser 
ices are provided by PLDT using 
three international gateway 
switching exchanges, submarine 
cables and satelite systems that 
sive it worldwide connectivity 

PLDT also provides digital leased lines for 
domestic and internanonal communication high 
speed data transmission, high-performance 
packet switching service, and private 
ing 

To Increase the country’s telephone density. 
cope with the growing demand for technniogt 
cally advanced telecomimunications services and 
meet the challenges of increasing competition, 
PLDT continues to expand and modernize ts net- 
work. It aims to install about 568,000 additional 
lines in five years through 2003. At the end of 
1998, PLDT achieved about 27% digitalization of 
its network, it experts to have a fully digital pet- 
work by the year 2000. 


RECENT DEVELOPMENTS 


Tremendous opportunities in telerommuni- 
cations in recent years have prodded PLDT to 
take bold moves that will polevault it to the next 
stage in its brand development 

‘On December 10, 199, PLDT stockholders are 
scheduled to vote on board-approved plans to 
fully acquire Smart Communications, the Philip- 
pines’ leading cellular operator, and to take in 
Japan's Nippon Telephone and Telegraph Com- 
pany (NTT), one of the world’s largest telecom- 
munications service providers as a strategic 15% 
stakeholder. 

Should these landmark transactions push 
through, they are expected to catapult PLDT to a 
new level of brand superiority in the domestic 
market through a full range of world-class tele- 
‘communications services. 


PROMOTION 


Communication i an essential part of Filipino 
life. Not only does it preserve close Filipino ties 
through generations. it also helps forge the scat- 
tered Philippine islands into one whole and is, 
above all, the beam of hope for millions of Filipi- 
nos who want a beter life. 

For many years, PLDT has been the Filipino's 
solitary symbol for communication. It has care- 


fully nurtured a formi- 
able brand cult iever- 
aged on this unique 
and important role 
through focused tri- 
media advertising and 
sponsorship of projects 
promoting Filipino cul- 
iure and the arts 
From establishing 
itself in its early years 
as “The Telecommuni 
cations Company, 
PLDT has cemented its 
invaluable role in indi 
vidual, family and na- 
tional life through the tagline "Keeping You in 
Touch” Then it entrenched itself more deeply in 
the Filipino psyche via the slogan “Touching. 
Lives” Through all these years, PLDT's adv 
tisements and all other promotional vehicles have 
pulsated with poignant emotion and a strong, 
sense of mission, building bridges of intense at- 
tachment between the customer and PLDT. 
Today, in the face of tremendous competition 
and dramatic advances in telecommunications, 
PLDT persists in building these same emotional 
bridges - amid unequivocal statements of brand 
and product benefit», and this time addressing 
more customer segments including the youth 
Through its new signature line "Clearly for you", 
PLDT remains true to its brand's heritage while 
responding to the need of today s more discrimi- 
nating and empowered telecommunications cus- 
tomers for superior quality and total satisfaction 


BRAND VALUES 


Filipino life in all its richness is sacrosanct 10 
PLDT. From the farmer to the business leader, 
the Filipino’s values are PLOT's values, and hi 
dreams are the company’s dreams. The famil 
for one, is supreme; PLDT endeavors to keep it 
together through all seasons and through numer- 
‘ous triumphs and trials. Life is to be celebrated; 
PLDT has been celebrating it for years through 
its unprecedented support of culture and the arts 
The struggle for progress has challenged Filipi- 
nos for decades; PLDT has been with Filipinos 
‘every step ofthe way and is now setting the stage 
for progress full take-off 

No ather telecommunications company in the 
Philippines can lay claim to such a heritage, 


Í Things you didn’t know 
| about PLDT 


THE MARKET 


‘Sunglasses in the 1990's perform a due! func 
tion: they provide essential protection for our 
eyes, and at the same time are an indispensable 
fashion accessory. 

Scientific research established long ago that 
without the protection of premium quality sun- 
glasses our eyes are exposed to the danger of in- 
Jury over both short and long term. The result 
may be headaches and nausea or, more seriously 
cataracts - to name a few common complaints 

Particularly in the tropics, protection from the 
sun's UV rays ought to be reason enough to wear 
‘good sunglasses. But in today’s self conscious 
society, the consumer demands not merely sun- 
‘lasses, but sunglasses that will enhance the im- 
age through “cool” and attractive styling, and 
through the prestige that certain brand labels 
bring. 

Indeed sunglasses have become such an im- 
portant fashion accessory that the industry is now 

sured in US billions. 


ACHIEVEMENTS 


Ray-Ban can fairly claim to be the most sty! 
ish and trusted brand of sunglasses in the world 
It has dominated the premium sunglass market 
internationally because, like no other sunglass 
brand, Ray-Ban has been able to combine superb 
design and styling with quality: these character 
istics are the hallmarks of the Ray-Ban name. Its 
on this foundation that the brand's image has 
been built. Today, Ray-Ban enjoys a huge share 
of the world market. Research shows that over 
90% of purchasers would buy Ray-Ban sunglasses 
again and some 78% plan their Ray-Ban sun- 
glasses purchase in advance. Buying Ray-Ban is 


% 


therefore a strictly conscious decision which is 
some indication of the fierce loyalty the brand 

The strong positive image of Ray-Ban is cer- 
tainly one reason why over 75% of Ray-Ban pi 
chasers would go to another shop if they could 
not buy Ray-Ban sunglasses at the first one they 
visited 

Ray-Ban's frames and lenses have won a 
string of awands in recent years for design excel: 
lence in the field of fashion. These include the 
prestigious Fashion Designers of America award 
for outstanding contributions to fashion, and the 
Woolmark award for Ray-Ban’ cont 
‘ence on men’s fashion. 


HISTORY 


veg in 


From its beginning in a small optometrist’ 
practice in 1853, Bausch and Lomb has grown 
today to be an international organization of great 
repute with headquarters in Rochester, New York 

Bausch and Lomb’s unsurpassed reputation 
for manufacturing the highest of quality sun- 
glasses was sparked by the exacting requirements 
ofa US Army Air Corps. lieutenant by the name 
of John MacCready. In 1936, he asked Bausch 
and Lomb to manufacture an absorptive glass for 
use in Byers goggles The idea was to protect pi- 
lots eyes against the bright glare encountered 
above the clouds and which caused headaches 
and nausea for airmen. 

‘Bausch and Lomb put a lot of money into re- 
searching the ideal goggles to meet the army's 
requirements and came up with the first Ray-Ban 

‘green glass.” These lenses not only cut glare but 
also checked ultra-violet and infrared rays. 

‘Bausch and Lomb introduced these anti-glare 
lenses onto the market as commercial sunglasses 


Their premium price initially drew criticism; un- 
l people tried the sunglasses for themselves 
Within a few months, very high sales sweptaway 
any doubts about the premium quality, premium 
priced product In 1937, the sunglasses were chris- 
tened “Ray-Bans. 

In 1956, Ray-Ban responded to consumer de- 
mand for sunglasses which were fashion acces 
sores as well as protective eyewear. Bausch and 
Lomb expanded the Ray-Ban line with new styles 
for frames which were a giant leap away from 


the standard prescription models used up to that 
time. Further changes to lens quality and color 
have continued to evolve ever since a different 
market needs arise. 

The unique Ray-Ban image owes a good deal 
to the brand's inextricable links to Hollywood. 
Many Hollywood legends have worn Ray-Bans 
and so do a number of today’s top stars. 

‘Among hundreds of recent films in which 
Ray-Ban have been worn are, “The Blues Broth- 
ers", " Top Gun” and "Men In Black.” Sales of 
the Ray-Ban ranges have skyrocketed on the ba- 
sis of the films and the stars. There is no doubt 
that when Tom Cruise, Brad Pitt, Jack Nicholson, 
Will Smith and countless other Hollywood su- 
perstars are snapped wearing their Ray-Ban's it 
has a positive impact on sales 


THE PRODUCT 


All Ray-Ban products are manufactured from 
top quality materials and engineered precisely to 
ensure the highest standards are maintained, 
Bausch and Lomb seeks quite simply to create 
the world's finest lenses, providing optimum pro- 
tection from ultraviolet rays, reducing infra-red 
transmissions and balancing light absorption, the 
company was responsible virtually single 
handedly for initiating the scientific study of sun- 
glass lenses 

At the same time, Ray-Ban has become fa- 
mous for style and comfort, while durability is 
also important to consumers. Consequently, all 
Ray-Ban lenses are made from the highest opti- 
cal quality glass. A multi-stage tempering pro- 
cess gives lenses extra durability and enhances 
their resistance to scratching, 

Every metal component ofthe Ray-Ban prod- 


uct ig handerafled, and all Ray-Ban frames are 
shaped for fulleye coverage with self-adjusting 
nose pads for comfortable weight distribution 

Each pair of Ray-Ban sunglasses is inspected 
twenty times during manufacture and is then 
covered by a warranty against defects, All Ray- 
Ban sunglasses must pass a series of tests to show 
that they absorb or reflect at least 65% of all vis- 
ible light, meet the stringent standards of color 
recognition and provide 100% protection from the 
sun's harmful ultraviolet rays. 


RECENT DEVELOPMENT 


Market research in recent years has suggested 


to Bausch and Lomb that 
consumers respond 
strongly to the brands 
classic ranges. Yet they 
also eagerly seek new 
styles with the Ray-Ban 

Ray-Ban has reacted 
to this in its 1996 and 
1997 ranges by introduc- 
ing a variety of new 
styles. From the high 
tech Orbs and the chic 
Sidestreet, Mondo Met- 
als and Rituals Collec- 
tion through to the more 
streetwise Daddy-Oand 
Tanker collections, Ray- 
Ban is more than ever 
meeting the needs of a 
wide range of premium 
sunglasses. 

Ray-Ban has also en- 
tered the sports market 
with its Phantom, X-Ray 
and Spray ranges These 
styles are worn by some 
of the world’s highest 
profile athletes, both on 
and off the field. Ray- 
Bans have been selected 
as the official sunglasses 
of many international 
Olympic teama. 


PROMOTION 


Ray-Ban was first advertised in 1937. Since 
then the marketing of 
Ray-Bans has become 
very sophisticated. The 
brand places a heavy 
eunphasison displaying 
P the product and its sup- 
port advertising material 
in the best possible light 
utilizing the highest 
quality display stands 
and materials at point- 
ofsale. 

Ray-Ban has become 
something of a cult in the 
world of fashion. Its 
glamorous image has 
been promoted through 
fashion journals and by 
celebrities who choose 
Ray-Ban as the sun 
glasses to be seen in 

Enjoying such cult sta- 
tus, the Ray-Ban brand 

invests little in advertising although it has un- 
dertahen a strategic campaign involving print 
TY, outdoor and PR in the past year to inform 
the market of exciting additions to its range 
Ray-Ban is also concerned with educating the 
public on the need to block ultraviolet rays, and 
this is a primary function of Ray-Ban sunglasses, 
It has become a vital component of promoting, 
Ray-Ban to ensure that the sunglasses purchaser 
understands how important eye protection is 


BRAND VALUES 


Ray-Ban sunglasses live up to their own high 
standards. They are premium quality, and are 


scientifically designed and tested to ensure opt 
mum vision and efficiency at protecting the eyes 
They are durable and because they are so hard- 
wearing, are also good value. They are also styl- 
ish, fashionable and glamorous. 

‘Bausch and Lomb set out to be the world’s 
leading manufacturer of the finest possible sun 
glasses and has more than achieved its aim. Ray- 
Ban ts constantly refining its technology to pro- 
duce even better frames and lenses with higher 
protection whilst retaining the brand's classic 
image. Quality and innovation are the keys to the 
brand's success. Ray-Ban can be trusted to both 
protect and impres 


Things you didn’t know 
about RAY-BAN 


O Although Ray-Ban is commonly sociated 
‘with movie stars and celebs li was Gen- 
eral Douglas MacArthur, as commander 
hit of Allied forces inthe Pacific during 

ithe gd framed Ray-Ban sunglass. 


THE MARKET 


Food and drink can be both a necessity and a 
pleasure. The market in the Philippines for food 
and beverage products bearing the brand names 
‘of RFM and its subsidiary companies has grown 
in line with the ever-increasing trust and conf 
dence of consumers in the consistent quality and 
value-for-money of RFM's products 

The annual growth of the company has been 
achieved in spite of ever-growing competition 
from both local and international manufacturers. 
Unlike many of its competitors, the company is 
proudly Filipino - owned and operated. From its 
humble beginnings over forty years ago, the com- 
pany has been ably guided by the descendants 
‘of their founder. Not only has it become one of 
the Philippines top 
performers, but also 
‘one of the few to be 
recommended by in- 
ternational financial 
magazines like Fortune 
and Forbes as being a 
wise investment in 
there economically 
difficult times 

Perhaps because 
the management is 
Filipino, they have a better understanding of the 
‘needa of their customers. This is not to say that 
the company is insular in its approach. Far from 
IU RFM ia determined to continually build its mar- 
kets and actively seeks to increase its export po 


id 
RFM 


CORPORATION 


ACHIEVEMENTS 


The achievements of RFM Is di- 

visions and subsidiary corpor 

tions are many and varied From 

its roots of milling imported 

grain to produce flour, to the 

many and varied food and bev- 

erage products marketed today, 

the recognized brand names of 

RFM are a guarantee of quality 

and value. The primary and ul: 

timate beneficiary ofall of these 

achievements is the customer 

Selecting some examples 

from a long list: 

+ A world-class cost-efficient system has been 

successfully developed by Its 
biggest subsidiary, Swift 
Foods inc The fully integrated 
grower-to-market system al- 
lows them to claim unarguably 
to have the freshest chicken at 
point of sale. 
“The Swift Meat Division is one 
of the biggest meat processors in 
the Philippines, known for qual: 
ity and value positioned hotdogs 
and canned meat products It rec- 
ognizes varying regional taste preferences and ca- 
ters to them with alternative products 

* The Tuna Division has been making great 

strides in the Philippine market with its Swift 

Blue Bay range of canned tuna meals, such as 

Caldereta, Barbecue, Sweet and Sour among oth- 

crs. Its popular great-tasting products now im- 

clude the newly-launched Swift Premium Tuna 

* Selecta Dairy Products, through its affiliate 

Selecta Walls, Inc., continues to be ane of the top 

sellers of bulk ice cream in the Philippines. The 

Selecta brand name has established itself in terms 

‘of high quality and excellent taste. The use of 

tetra: packs for its chocolate and milk drinks was 

an innovation in the Philippines. In a licensing 
agreement with Sunkist Growers, USA, the com- 
pany also produces Sunkist Juice 

Drinks in tetra pack, which be- 

came an instant market success 
when launched three years 
age 
*The biggest and most 
amazing success though 
has been its fast-growing, 
and highly profitable sub- 
sidiary Cosmos Bottling 


Corp. In a market domi- 
nated by multinationals, 
its products like Pop 


Cols and Sarsi 
Rootbeer have already 
obtained over 20% 


Share, and are still ising. It now has become the 
second largest bottler in the country, relegating 

the other multinational brand to the 
third position 


HISTORY 


1n 1957, Jose Concepcion Snr. 
and Don Salvador Araneta, 
together with a number of 
partners, established a flour 
mill At that time, it was con- 
sidered an ambitious project 
for a country that does not 
grow wheat 

The decision proved to be a correct one, as at 
the end of the first full year, net sales had already 
reached P22.5 million and were growing. 

1n 1963, the company, Republic Four Mills 
‘commenced manufacturing margarine and cook 
ing oils, closely followed by the setting up of an 
animal feed mill that would utilize the waste 
products of the fourmi. 

t was the management and wisdom of Don 
‘Salvador Araneta that allowed RFM to create such 
a solid foundation allowing future expansion, 

1n 1967, the reins of the company were trans- 
ferred to the young and enthusiastic Jose 
Concepcion Jnr He guided the rapid diversific 
tion and expansion that took place in the ensu- 
ing years, with RFM entering agribusiness, gro- 
cery supplies and other food manufacturing ven- 

Local ventures were stimulated by entering, 
technical licensing agreements with overseas 
manufacturers. Combining various ventures and 
technologies, by the early 7's, RFM became the 
first completely integrated poultry producer in 
the country 

A licensing agreement with Swift de Co. of I- 
linois, USA., allowed RFM’s successful entry 
into the chilled and canned meats areas, 

The company continued under the leadership 
‘of Joe Concepcion Jor. until 1986, when newly 
‘lected President Corazon Aquino invited him 


to jin her cabinet as Trade and Industry Secre- 
tary. Control eventually was passed on to his el- 
dest son Jose Concepcion Il. The energetic and 
dynamic Joey, which is what he would like to be 
called in the company, has proven his worth be 
ing mainly responsible for the solid growth and 
further diversification of REM into highly suc 
cessful branded businesses 

Tt was under his term in 1989 when RFM ob- 
tained the controlling interest in local bottle, Cos 
mos, which then had 4% market share. In a few 
short years under RFM, the bottler has captured 
over 20% market share in a P40 bilion industry 

The early 9's also witnessed other diversi- 
cation moves such as the entry into ice cream with 
Selecta, canned tuna, noodles and others 


THE PRODUCT 


RFM and its subsidiary companies market a 
wide range of food and beverage products, car- 
tying branda that are not only easily recognized 
on the shelves and in the refrigerated cabinets ot 
supermarkets, but also fully accepted for their 
high quality and value. The confidence in the 
products is not ust restricted to Filipino families, 
but also acknowledged by many of the well- 
known fastfood chains who purchase their basic 
ingredients from RFM's companies This is a clear 
indication not only of value, but, more impor- 
tantly, consistency of quality. 

The Flour Division produces well-known 
brand names of flour and flour 
products, which include Repub- 
lic Special; Cinderella; Hi-Pro 
Majestic. It has a healthy, and 
growing, 11% of the Philippine 
market. 

‘The lovely associated White 
King Division, specializes in the 
consumer market with all-pur- 
pose flours, presmixes both of 
flour and rice base, sauce and 
soup mixes, all under the well 
known brand of White King, 

This Division also produces 
the White King Fiesta pa 
White King known a 
Champorado, enjoys a 90% mar- 
ket share, while the pre-mix hotcakes currently 
enjoy 45%. 

Swift Foods Ine. with their Swift Sarimanok 
and Swift Premium dressed chicken, is the mar- 
ket leader with a 26% share of the Philippine 
market. 

Their chilled, processed and canned meats 
carry the Swift Mighty Meaty, Sweet and Juicy 

and Rica brands for hotdogs and Swift Pre- 


mium Comes Beef and Swift Chinese 
Luncheon Meat in cans, to name a few 
oftheir wideranged products. The 
group is also the largest supplier of 
Processed meat products to restau- 
rants and fastfood chains. The grow- 
ing success of their Tuna Division is evident 
in the local market with the Blue Bay label 
Although only a relatively recent entrant, 
they have already achieved a market share 
ofa. 
‘Cosmos Botting Corp has taken on the rec- 
‘ognized multinational soft drink companies 
with Pop Cola, Sarsi, Sunkist, Jolt, RC and 
Jaz. It has achieved already what was con- 
sidered by many as an inconceivable 21% 
share of the market It also bottles and dis- 
tmbutes the Agua Prima brand of natural spring 
water 

Selecta has become number one in the bulk 
fee cream market, marketed under the brands of 
‘Selecta Walls and Selecta Hershey's, the later an 
indication ofits asseciaton with this wellknown 
American chocolate manufacturer 

Sales are not confined to bulk ce cream, how- 
evet, a popular frozen novelties are produced 
under the same brand names plus Paddle Pop. 
Comento and Selecta Walt Disney 

The utilization of the Tetra-pack has allowed 
{eto introduce favored juices and milk drinks into 
supermarkets and stores The Hershey's Choco- 
late Milk drink enjoys a 39% share of this marc 
ket, while juices in the Selecta funpacks and 
Sunkist lot havea staggering SS% market share 


RECENT DEVELOPMENTS 


Recent corporate developments have mani- 
tested strong confidence in RFM and its 
subsidiaries Huge global institu- 
tons have formed strategic alliances 
with the company, the most recent of 
which is the entry of WP Argosy Lim- 
ited, a subsidiary of global private eq- 
ity fund, EM. Warburg Pincus and 
Con Ltd. into RFM Corporation. 
This new financial partner is believed 
10 possess the kind of strategic and fi- 
nancial expertise that will help RFM 
achieve greater heights 
‘Another exciting development is the 
new association with global giant 
Unilever group by Selecta Dairy Prod- 
ucts, Inc. The infusion of not just capital, 
but overseas expertise in the ie cream 
industry, will allow Selecta-Wall’s, the new com- 
pany, to surge forward and become not just num- 
ber one in the bulk ice cream segment but also in 
the fast growing frozen novelties segment 
The formation of a relatively new company. 
Asian Food Franchising, Inc. has allowed RFM 
to enter the growing fast-food market with their 
value-oriented franchises that currently include 
Little Caesar's Pizza, Dairy Queen soft ice cream 
and Orange Julius juice bars. In 1999, over 
20 new Little Caesar's outlets are planned 
to be added to the 16 already established. 


PROMOTION 


Each RFM division or subsidiary com- 
pany has differing requirements in sell- 
ing and promoting their products 
‘Selling and distribution of one-way 
products isin the hands of their newly 
Integrated and superior Swift Foods 


‘ses organization that capitalizes on the widely 
dispersed but integrated Swift sales branches, 
with a strong network of sub-distributors and 
dealers nationwide Softdrinks are sold in retum- 
able glass containers by Cosmos. 

For consumer-oriented products, tri-media 
‘campaigns are planned and executed, using tele- 
Vision, radio and various suitable publications. 

There is strong reliance on market research 
in determining the target market before the 
preparation of these campaigns, as various prod- 
‘ucts are designed for specific markets 


BRAND VALUE 


REM is an old established Filipino company 
that over the years, has deservedly gained the 
trust of the Filipino consumers. The families of 
‘Concepcion, Araneta and other original founders 
(of RFM, have eared a reputation for integrity 
and for commitment to public service and pri- 
Vate enterprise. All brands that have the backing 
of this company, and family, are, to the Filipino 
‘consumer, better than a written guarantee. 


Things you didn’t know 
about RFM 


THE MARKET 


SC Johnson isa world class manufacturer and, 
marketer of cleaning and insect control products 
{or the home and industrial markets. It operates 
in a vast and highly competitive market-place, 
and owes its outstanding success to unique as- 
pects of its products, company culture and env 
ronmental concern 

AAILSC Johnson products have what the com- 
pany calls "Product Plus." Itis generally accepted 
that out of the thousands of new products that 
reach supermarket shelves, some ninety-eight 
percent are unsuccessful Product Plus means that 
SC Johnson products all have a distinct advan- 
tage over anything else in the market. Alterna- 
tively, a product may be so new that it faces no 
competition. 

‘A true Product Plus item is a breakthrough, 
with a performance edge over competitive prod- 
ucts that is visible to any consumer. SC Johnson 
holds firmly to the belief that while positioning 
and market segmentation are very important. the 
products themselves must establish that position. 
With a unique and appropriate attribute 


ACHIEVEMENTS 


Headquartered in Racine, Wisconsin in the 
United States of America, SC 
Johnson is a family owned com- 
pany that ranks in the top 200 of 
‘America’s industrial corpora 
tions. Around the world the com- 
pany employs some 12,000 
people through some 50 subsid- 
iaries. 
samuel Curtis Johnson 
started the company 113 years 
ago. Selling parquet flooring. In 
response to customer inquiries 
about floor care, he developed and marketed a 
floor wax which became a great success Strong 


family leadership has since taken SC Johnson into 
the highest ranks of international companies with 
a large range of successful products, the fruits ot 


an extensive research 
and development pro- 

gram. Today, the 

company’s Chairman is 

Sam Johnson, the fourth 

generation family mem- 

ber to head the com- 

pany. 

Beyond its day to 
day business activities. 
SC Johnson is dedicated 
twensiching the lives of 
those who work in and 
around it. These prin 
ciples were formally 
tified in the 1976 state- 
ment of corporate phi- 
losophy titled, “This We 
Believe.” It is an outline 
Of SC Johnson's commit- 
ment to employees, the 
host community and customers. 

‘SC Johnson has always been a leader in car 
ing for its employees. In 1900 SC Johnson was 
the frst company to offer employees paid vaca- 
tions. Today, SC Johnson takes just as much care 
to attract and retain the best people by providing, 
creative working atmosphere, challenging goals 
and competitive rewards. 

As a responsible cor- 
porate citizen, SC 
Johnson enriches the 
lives of the community 
by making contribu- 
tions in the fields of 
health, education. the 
are civic affair and the 
environment 
Worldwide, SC 
Johnson earns the 
goodwill of customers 
through a deep commitment to quality. In es- 
sence, this means providing efficent and effec- 
tive products and services which are environmen- 
tally sound and which do not endanger the health 
and safety of users. 


HISTORY 


Samuel Curtis Johnson's parquet flooring 
‘company begun in 1886 with four employees, it 
now a multinational company with some 12000 

employees 

It didn't take long for customer inquiries 
about floor care to convince Samuel Johnson to 
develop and market floor wax. Sales of Johnson's 
Prepared Paste Wax soon outgrew those of the 
Alooring, and new waxes and polishes were in- 
troduced. The company soon became known as 
‘the wood finishing authority 

The company experienced steady growth in 
the United States before deciding to venture over: 
‘seas Its first subsidiary company was established. 
in the early part of the century in England. How: 
ever, in 1917, in order to service the growing 
market inthe Far East, a subsidiary company was 
established in Australia. This company only mar- 
keted SC Johnson’s products until 1929, when the 
first factory was constructed in Sydney. 

Tremendous growth occurred throughout the 
sixties. By 1970 there were 160 employees in Aus- 


tralia and the company was thriving due to an 
innovative new product range 

In 1986, SC Johnson Australia settled into 
‘Yagoora a beautiful 16 hectare bushland site at 
Lane Cave in Sydney. Not that it was beautiful 
then; it had been an industrial site for many de- 
cades and was badly polluted and degraded. SC 
Johnson restored Yagora to its present outstand- 
ing lush greenery that makes a welcome retreat 
to many native species 

During the 1980 the grent Johnson family tra- 
dition continued, too, with all four of Sam 
Johnson's children joining the business. They 
‘were the fifth generation of Johnson's to do so. 


THE PRODUCT 


‘The famous Product Plus concept has been 
applied to many products which today fil su- 
Permarket shelves and commercial cleaners vans, 

SC Johnson's wide range of consumer prod- 
ucts have sustained their appeal over many years 
Products such as the Glade air freshener range 
continue to dominate the market. Glade contin- 
les to innovate with products which satisfy con- 
‘sumers desires for natural style yet effective fra- 
rances for the home. 

The insecticide range, launched under the 
name Protector in Australia and recently con- 
verted to the internationally successful Raid 
brand name, continues its drive for leadership in 
the competitive insecticide market. 

Toilet Duck is another high profile product 
which has won the support of consumers. A pach- 
aging innovation - its uniquely shaped neck -has 
contributed to the brands domination of the bath- 
room care market, whilst the recently launched 
Flush duck, Duck Bluey and Scent duck have 
become firm favorites as well. Charge, Freedom 
and Goddards remain top sellers, as do floor care 
products Durosil Pate Wax and One-Go Acquired 
by SC Johnson in 1993, the leading Windex, Me 
Muscle and Drano brands are household names. 

The SC Johnson Professional division is the 
leading supplier of sanitation and maintenance 
products and services for commercial, industrial 
and institutional customers such as shopping cen- 
ters, schools and hotels. Brands include floor care 
products such as Signature, Vectra and Reveal, 
washroom cleaners and disinfectants like Go 
Getter and Knockout and furniture polishes, and 
insect and odor control products such as Raid, 
‘Good Sense and Triad, 

‘Recent additions have been a range of prod- 
ucts for commercial kitchens including Boss, 
Econo Power, Break Up, Zip 282 and Presoak 251. 


RECENT DEVELOPMENTS 


SC Johnson has accepted the challenge ofthe 
nineties, a time of intense global competition and 
real change. To allow the company to continue 


its growth, a carefully defined set of eight com- 
pany goals has been developed. 

To consistently achieve above average 
profit and growth i the first of these goals. 
‘The company intends to be an innovative, 
{fast paced, customer oriented one, focusing 
‘nts ability to create. dominate and man- 
age its selected business 

The next goal is to be number one in 
each of the targeted markets, and be 
known for pioneering new and better 
products through innovation and su- 
Penor knowledge Others are to seize 
the opportunities created by change, 
to attract and reward qualified 
people, to establish a quality or- 
‘ented culture to ensure the good- 
Willot customers through service 
excellence to respect and protect the 
environment and, finally, to ensure the safety. 
health and welfare of all SC Johnson's employ- 


PROMOTION 


Promotion of SC Johnson products starts with 
an advantage - the company's Product Plus con- 
‘cept A new product from SC Johnson must have 
that extra something that translates to Product 
Plus, so there is immediately something for the 
marketing and advertising people to work with. 


Among SC Johnson products with Product 
Plus is the Duck range, which took a hygiene 
product from the clinical cold and made it warm 
And friendly - to the point where it is now the 
dominant player in the market. Others include 
the environmentally-driven Glade Lasting Mist 
‘with its aerosol refil and the concept of plug-in 
{ragrancing. Which provides 30 days of contin- 
‘ued effectiveness as against the other passive air 
fresheners with a maximum of 15 1o 20 days was 
previously available 

The SC Johnson promotional philosophy 1s 
that product quality must be communicated to 
the consumer in an honest and compelling way 
The company is also keenly aware that consumer 
requirements differ around the world. SC 
Johnson respects the uniqueness of each culture, 
and identifies products the consumers of that 
country need. Promotion, likewise, is targeted 
carefully to particular cultures. 


BRAND VALUES 


“Weare ina sense, ambassadors; we attempt, 
along with our primary business mission, to set 
a positive example of free enterprise” That com- 
ment by Samuel Johnson demonstrates the 
breadth of values the company champions and 
maintains. 

Naturally, business values are also addressed 
strongly. SC Johnson's philosophy has been and 
‘continues tobe that of making products and pro- 


viding services that are demonstrably better in 
function or valve than those of competitors. At 
the same time, the company is committed 
to respecting and protecting the 
safety and health of em- 
ployees and 
p the environ- 
ment. 
The strong 
commitment to 
the environment 
was articulated 
by Herbert F. 
Johnson in the 
19205. "We cannot 
have a healthy envi- 
ronment within a com- 
pany unless we have an 
J equally healthy environ- 
ment outside in which 
employees can live and 
work” But SC Johnson's concern for 
the environment goes beyond that. In Samuet 
Johnson's words, "we as a company face no 
seater issue than the preservation of the envi- 
ronment.” 

‘Concer for the future of the company bal- 
lances concern for the future of the environment. 
10197, Herbert F Johnson St. addressed the com- 
Pany values most eloquently in his Profit Shar- 
ing Speech on Christmas Eve. He said: "When all 
is said and done this business is nothing but a 
symbol and when we translate this it means a 
Rrest many people think well of its products and 
a great multitude has faith in the integrity of the 
men who make this product 

“In a very short time the machines that are 
‘now so lively will soon become obsolete and the 
big buildings for all ther solidity must some day 
be replaced, 

“But a business which symbolizes can live so 
Jong as there are human beings alive, for it is not 
built of such flimsy materials as steel and con- 
crete, it is built of human opinions which may be 
made to live forever, The goodwill of the people 
is the only enduring thing in any business. It is 
the sole substance... the rest is shadow.” 


Things you didn’t know 
about SC JOHNSON 
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THE MARKET 


‘SMART Communications entered the Philip- 
pines’ telecommunications market during the 
time when the country was beginning the pro 
cess of economic liberalization. In telecommuni- 
cations, the dominant carrier, the Philippine Long, 
Distance Company (PLDT), was virtually uncha- 
Jenged. lts affiliate in the mobile phone industry, 
Piltel, likewise controlled that market. Teledensity 
as abysmally low-only 1.2 phones per 100 popu- 
lation-indicating a high level of unmet demand 
for telecom services. Satisfying this demand 
promised rich rewards, but only in the face of 
Very tif competition 

Conventional wisdom at that time viewed 
cellular phones as simply a complement for tra- 
ditional fixed line phones. Using this assumption, 
market studies in early 1994 estimated the total 
size of the local mobile phone market at only 
350,000 terminals, of which 100,000 were already 
‘connected. It was seen as a prestige market-small 


and affluent, concentrated in Metro Manila 

‘SMART, on the other hand, looked at the very 
high level of unmet demand and correctly cor 
cluded that cellular phones could become both a 
mobile tool for a broader segment and a subst 
tute for fixed line phones 

In its drive for market leadership, SMART ex 
ecuted a market strategy based on affordable 
handuets and airtime rates, appropriate technol- 
ogy. direct selling, and nationwide network cov 
erage and customer service 

SMART banked on a relatively ess costly cel- 
lular phone technology which allowed it to 

quickly market affordable 

cellular phone handsets and 
services to a broader ma 


ket (Now, one of every two 
cellular phones is sub- 
scribed to the company’s 


ETACS 
network) 
By expand. 

ing its defi 

nition of the 

market to include 

employees, young 

professionals, Overseas 

Filipino Workers 
(OFWs), and those sien 

ply tired of waiting for 


a landline phone, 
‘SMART was able to 
Improve its market 
share dramatically. In 
1994, its market share 


was only 18 percent, while its former 
archrival and market leader, Pihel had 
56%, As ofthe second quarter of 1999, 
SMART has gamered about 50% 

‘SMART also implemented a mass 
market-friendly strategy and com 
bined it with a mass-based distribu: 
tion network. Today, SMART Celfones 
are sold over-the-counter even in sv- 
permarkets, inside malls, in addition 
to over 70 SMART Telecenters 
(aftersales service centers) nation: 
wide 

‘SMART built its market share by 
changing the bewildering pricing 
rules while the competition presented a perplex 
ing matrix of airtime rates SMART plans offered 
subscribers a more flexible and affordable pric 
ing scheme that met the needs of a wide variety 
of subscribers from the light to the heavy user. 


ACHIEVEMENTS 


‘SMART, which started its operations in 1994, 
was instrumental in overhauling the Philippines 
mobile telephony business and in transforming 
the cellular phone from a status symbol to a 
widely available product that can now be pur 
chased off the si 
such as supermarkets and gas stations 

In just five years, the company has built up 
its cellular subscriber base with over 900,000 cus- 
tomers-the largest in the Philippine industry 
When its over 100,000 landline subscribers are 
counted as weil. SMART has the second 
largest subscriber base in the business Sec 
‘ond only to industry giant. the Philippine 
Long Distance Telephone Company 
(PLDT). 

‘SMART’ cellular network is alo 
the most extensive, providing service 
In every region of the country, cov 
ering all major urban areas, most 
provincial capitals, hundreds of re- 
‘mote municipalities, tourism resort 
areas, and most heavily-traveled 
highway and ses corridors. This 
network is linked together also by 
the country’s most extensive net 
work of digital transmission facili- 
ties, combining both terrestrial and 
satellite links 

SMART's achievements in the 
cellular business are due largely to 


Af in non-traditional outlets 


an innovative marketing strategy 
that has not gone unnoticed. In No- 
vember 1997, SMART was pro- 
claimed Marketing Company of the 
Year at the 18th Agora Awards of the 
Philippine Marketing, Association by 
a jury ofits marketing peers 


Building its success in cellular, SMART has 
also become a major local exchange carrier (LEC) 
in some of the country’s most progressive re- 
gions-tlocos in the North, Central Luzon, and 
Southern Metro Manila, SMART provides inter- 
exchange carrier services through its nationwide 
digital network, and operates an international 
gateway facility (IGF) linked to over 200 cour 
tries through SMART's long-distance services, 

SMART was the first telecoms company to 
conduct a successful "live" Y2K test on its cellu- 
lar phone switches indicating that, its mobile 


WV 
us 
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phone network will not suffer disruptions due 
to the "Y2K bug”-a flawed programming prac- 
tice whereby computers may misread the year 
"2000" as the year “1900.” 

For its efforts, SMART has won international 
acclaim from the prestigious Intemational news 
magazine, the Far Eastern Economic Review 
(FEER) which cited it as being among the top ten 
Philippine companies listed in its annual corpo- 
rate leadership survey. The survey sought to pro- 
vide recognition to Asian and international com- 
panies operating in Asia that demonstrated lead- 
‘ership in various fields over the past year. In the 
Philippines list, SMART scored best in 
“Innovativeness in Responding to Customer 
Needs,” ranking No. 2 out of the top ten. 


HISTORY 


SMART was organized in January 1991, ob- 
tained its Congressional franchise in April 1992, 
and was awarded its cellular license in May 1993 
SMART's strategic partners include First Pacific 
‘Company Limited of Hong Kong and its Philip- 
pine flagship Metro Pacific, and, Nippon Tele- 
‘graph and Telephone (NTT) ot Japan-the world's 
largest telecommunications company in terms of 
market capitalization, 

In February 1998, SMART completed on 
schedule the rollout program of its lal exchange 
carrier (LEC) network. It installed over 700,000 
lines in its assigned service areas covering the 
locos region, the Cordillera Autonomous Region 
(CAR), Central Luzon, and South Metro Manila. 

SMART’s major shareholder, First Pacific 
Company Limited of Hong Kong, acquired in No- 


‘vember 1998, a controlling stake in PLDT, the 
Philippines’ largest landline service provider. As 
a result of this move, SMART has become part of 
the country’s largest telecoms group that includes 
PLDT and the Pilipino Telephone Corporation. 
The group accounts for about 70 percent of the 
total landline subscriber base, about three-quar- 
ters ofthe cellular market, and roughly two-thirds 
Of the international long distance business. 
SMART launched during the first quarter of 
1999, its new Dual-Band GSM $00/1800 provid- 
ing subscribers with a choice of various Value 
‘Added Service (VAS) packages never previously 
‘offered in the Philippines. The company contin- 
ues to operate its existing mobile phone service 
side-by-side ts new GSM Dual-Band service. 


THE PRODUCT 


SMART offers the full range of voice and data 
‘communications services. It is also a major 


landline operator, international long distance ser- 
vice provider and inter-exchange carrier 

SMART offers both analog (TACS) and digi- 
tal (GSM) cellular services to a continously grow- 
ing subscriber base. It offers advanced mobile 
‘communications features under its digital cellu- 

service dubbed "SMART Gold GSM,” 
Launched in April 99, SMART's new dual-band 
(CSM900/ 1800 network provides a choice of vari- 
ous value-added service packages such 
“SMART E-Text” and “Info-on-Demand." These 
VAS lets SMART Gold GSM subscribers tap 
Internet based information services and send 
short email messages using their digital hand- 
sets. SMART Is the country’s only dual-band 
GSM network operator 

‘SMART also launched recently its much 
‘awaited SMART BUDDY, the pre-paid service for 
its dual band digital GSM network. With SMART 
BUDDY out in the market, SMART aims to com- 
pete aggressively in the pre-paid segment of the 
industry backed by an intensified roll out of its 
digital cellsite that will be as extensive as its ana- 
log coverage by end 1998. 

‘Compared to other pre-paid services, SMART 
BUDDY is the only one in the market to give ac 
cess to its Info on demand services as well as to 
the internet. SMART BUDDY subs can get movie 
schedules or the latest news from this service as 
well as updates on PBA and other sports news 

SMART is also installing Public Calling Of- 
fices (PCOs) nationwide as part of a public ser- 
Sie effort to provide alordable telecoms services 
in areas that are yet served or underserved by 
existing telecoms networks. SMART's PCOs 
‘which are located in existing establishments such 
as restaurants, resorts, and general merchandise 
shops. offer NDD and IDD calls to the public at 

competitive prices 

Through a subsidiary, SMART- 
NTT Multimedia, inc. SNMD. a joint 
venture with Nippon Telegraph and 
‘Telephone Corporation, SMART also 
offers Value Added Services such as 
electronic data interchange and other 
broadband. high-volume data trans- 
mission and multimedia services. 
SMART has also formed a joint ven- 


ture company among GE Informa- 
tion Services (GEIS) and Skylink 


Telecommunication to form 
InterCommerce Network Services, 
Inc. to offer local companies the sup- 
port infrastructure for customized 
‘electronic commerce (EC) solutions. 


PROMOTION 


Being the third player to join the cellular busi- 
ness. SMART needed an aggressive entry strat- 
egy. This took the from of the PriceBuster’ ad 
‘campaign featuring the man with the baseball bat 
“smashing” barriers to owning a celfone. The 
image was simple and powerful and has proved. 
tobe one of the most recognizeable in the indus- 


ty 

While PriceBuster demolished the price bar- 
riers to acquiring celfones NDD Buster crashed 
‘the distance barriers by removing NDD Charges 
from Smart-o Smart calls. This was backed a vig- 
orus effort to build Smart's nationwide infra- 
structure which in three years gave the company 
the widest cellular coverage in the country. 

Advertising was backed by an aggressive dis- 
tribution effort that relied on a small army of 
‘agents that enabled the company to quickly build 
A subcriber base even though dealers were ini- 
tially hesitant to sell the service. The company 
also resorted to ‘rolling stores’ in order to reach 
the broad market 

Moreover, the company aggressively built a 
sabes and marketing organization outside Metro 
Manila to match its roll-out of infrastructure in 
the provinces 


BRAND VALUES 


After several years of aggressive marketing, 
SMART is one of the most well-known and well: 
received brands in the business. It has built a 
reputation of being an affordable, reliable, high- 
quality cellular phone service 

‘With the introduction of SMART Gold GSM 
‘and SMART Buddy GSM, the company is further 
developing its image as a high-tech service pro- 
vider that is building the businesses of the future 
through the creative convergence of telecommu- 
fications and information technology 


Things you didn’t know 
about SMART 
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SONY 


THE MARKET 


Television, video and sophisticated audio 
equipment have over the last decade become an. 
integral part of our lives rather than a luxury. 
However, the world is braced for a revolution 
which will blur the division between electronics, 
telecommunications, computers, and the enter- 
tainment industry. New media will offer consum- 
ers the benefits of interactivity, multimedia and 
online services. 

Nobuyuki Idei, the president of Sony Corpo- 
ration told Fortune Magazine in June 1995: “The 
digital revolution will shake out the total busi- 
ness platform so that brand image and produc- 
tion power and even the best technology won't 
be enough. We have to recognize that in the fu- 
ture, most of our products will become past of a 
larger digital network. From now on, Sony's work 
ts to build bridges between electronics and com- 
munications and entertainment, not mere 
boxes.” 


ACHIEVEMENTS 


1996 marked Sony's S0th anniversary and the 
Japanese consumer electronics giant had plenty 
to celebrate. The company has been at the cut- 
ting edge of technology since it was founded by 
‘Akio Morita and Masuru Ibuka in 1946 and has a 
major impact on the way in which we live our 
lives. Few com- 
panies are better- 
placed to drive 
the digital age 
into homes and 
businesses 
around — the 


world over the 
next 50 years and 
beyond 

Sony has devel- 


oped a wide 
range of prod- 
ucts which have 
now become 
part of the main- 
Stream. It in- 
vented the first 
magnetic tape 
and the tape re- 
corder in 1950; 
the transistor ra 
dio in 1955; the 
‘world’s first all-transistor television set in 1960; 
the world’s first color video-cassette recorder in 
1971; The Walkman in 1979, which has now sold 
almost 150 million units and has become a way 
of life for a generation: the compact dis: the first 
Smm Camcorder; the MiniDisc in 1992; and the 
launch of the DVD in 1998. Sony is entering one 


‘of the most exciting eras in multimedia technol- 


ogy. 
‘Sony is not just a market leader in consumer 


PC technology and now. the Interne. lts increas- 
ingly high profile as an entertainment company 
through its divisions, Sony Music Entertainment 
Group and Sony Pictures Entertainment Group. 
1s set to consolidate the intemational recognition 
itenjoys. 

Sony is one ofthe most respected companies 
world-wide. Is ability to innovate and its con- 
stant drive for self-improvement earned Sony 
‘world-wide sales of $45 billion tn 1995 

The company now employs 163,000 staff 

‘The key to the success of the brand is how it 
meets the challenges of change. For fifty years 
Sony has led the market in terms of innovation 
and this isthe challenge for the next fifty years, 
Products will no longer be developed with just 
‘hardware in mind. The convergence of technolo- 
‘es - PC, telecommunications, consumer elec: 
tronics, entertainment and PC software is now a 
reality 


HISTORY 


Sony was born ut of the chaos in Japan at 
the end of the Second World War. Fired with a 
Vision of a new future with an abundance of tal- 
ent and marketing skill- but with a market capi- 
talization of the equivalent of $1700, no employ- 
ems or machinery - Akio Morita and Masura buka 
founded Tokyo Toushin Kogyo (Tokyo Telecom- 
munications Engineering Corporation), in 1946. 

Their declared aim was to, "Avoid the prob- 
lema which befall large corporations while we 
crate and introduce technologies which large 
‘corporations cannot match ` They believed the 
reconstruction of Japan depended on the devel- 
‘opment of dynamic technologies. By developing, 
innovative high-tech electronics products, Sony 
was able to expand its operations outside of Ja- 
pan into the United States, Europe, Asis and other 
regions. 

‘Sony's most famous product -and one which 
created a whole sector was the Walkman personal 
stereo. The prototype Sony Walkman was pro- 
duced in 1978. At that time, engineers at Sony 
had been developing a sterco cassette recorder 
based on the compact Pressman, (TOM-10) cas- 
ette recorder but it had proved difficult to in- 
stall recording and play-back mechanisms in such 
a small unit. 

Undeterred. Sony set about finding a solution 
and produced a system equipped with a play- 
back only mechanism, and such high quality 
sound reproduction that the product was simply 
begging to be marketed It's chief attraction was 


its size - used with a set of lightweight head- 
phones. It could be used anywhere. The name, 
Walkman, was chosen because it reflected the 
product's debt to the Pressman technology, and 
because Walkman summed up the sense of mo- 
bility which characterized the product. 

At first, the Walkman was poorly received by 
‘taller’. Eight out often Sony dealer's were con- 
vinced that a cassette player without a recording, 
mechanism had no real future. However, its com- 
pact size and excellent sound quality attracted 
consumers During 1980 the Walkman was hailed 
äs one of the most popular new fashion products 
and young consumers adopted it as an essential 
Part of their lifestyles. In lts first two years on the 
‘market, Sony sold 1.5 million Walkman units, 

Fierce competition from rival products 
spurred Sony to research and develop improved 
products to ensure that it continued to lead the 
market. The WM-20 model, often called the "Su: 
per Walkman", was engineered to the same size 
as a cassette case. Walkman sales have topped 
150 million units world-wide and it has become 


the single biggest selling consumer electro 
product ever produced, 


THE PRODUCT 


Sony operates in the electronics and entertain- 
ment markets. It manufactures video equipment 


Including digital video and still cameras, televi 
sions, announcing in 1997 the first ever com- 
pletely flat television screen, and digital televi 
sion, Audio equipment, specifically supporting, 
MiniDisc as a replacement for the cassette tape, 


CD-Rom drives, and computer monitors and 
much, much more, Sony has always been in 
volved in the development and production or 
recording media. The precipitated Sony's acqui- 
sition of CBS Records in 1988, and Columbia Pic 
tures Entertainment in 1989, which today form 
Sony Music Entertainment and Sony Pictures 
En 


fainment, Sony Music entertainment has 
produced a string of best-selling albums from 
artists such as Michael Jackson, Mariah Carey 
Sade, Pink Floyd, Pearl jam and Oasis 

The Picture Group has achieved almost a 19% 
market share in the US box office propelled by a 
number of films which have included Sleepless 
in Seattle, Philadelphia, Jumanji, Men in Black 
and the highly acclaimed Sense and Sensibility 

Sony Pictures Entertainment also holds a 
stake in STAR TV's music service, Channel V, Viva 
and the Latin American pay-TV channel HBO Ole 
and satellite service HBO Asia, The Indian and 
Latin American equivalents are under the name 
Sony Entertainment Television, 

‘The fruits of Sony research are not only lim- 
ited to the enjoyment of the average consumer 
Sony's professional product range is used for a 
variety of applications by broadcast stations, pro- 
duction houses, educational organizations, re 


search facilities and medical institutions 
RECENT DEVELOPMENTS 
Sony continues to be at the forefront of new: 


product development. The Sony MiniDisc, 
launched in 1992, is pegged tobe the replacement 


for the compact cassette. With a diameter of 
just som, MiniDiscs are available in two for- 
mats - pre-recorded and recordable blanks 
Sony has also become a major player in the 
games industry. Its games publishing div 
sion, Sony Interactive Entertainment devel 
ops game titles for all games platforms, m- 
duding PC 
‘Sony has also developed its own games 
console, the Sony PlayStation, with 32-bit 
processing power. which was first launched 
in Japan in 1996 before a world wide roll 
out during 1995, The PlayStation offers real- 
ime 3D graphics to ensure an arcade games 
playing experience in the home. To date, an 
estimated 3 million units have been sold 
Sony has also taken advantage of the PC 
boom, manufacturing electronic components 
‘such as chips and peck-ups, and began to market 
its own Sony-branded PC in 1998. The company 
says that its long term strategy is to bring its ex 
pertise in the home entertainment market to the 
e PC market. Sony will then be per 
‘ceived increasingly as an IT brand as well as 


consumer electronics brand 

Sony is also a leading player in the develop- 
ing DVD industry. DVD has been launched across 
Europe, US and Japan and this format is the next 


major milestone in the consumer electronics and 
multimedia industry. DVD is a single layer disc 
holding more than seven times the information 
as today’s CD and comparable to a full-length 
feature film. This new format for carrying audio 
and visual information gives home cinema expe: 
ence troe substance 

1999 has boen one of the most exciting years 
in the world of technology and that the digital 
‘age means that products inthe home will, for the 
first time be able to be networked together Sony 
is moving towards fulfilling it’s president, 


Nobuyuki Ides strategy of building new prod 
cts for the “digital dream kids,” the next ger 
eration of consumers in a digital future. 


PROMOTION 


When it comes to marketing, unlike its main 
rivals in the consumer electronics market. Sony 
has not proved to be the biggest spender. The 
phenomenal strength of the Sony brand world 
wide is surely a testament to the company’s repu- 
tation for producing innovative products of ex 
ceptional quality and value. As Idei said in 1995 
“Marketing is not just a function with Sony - it is 
a comerstone of our business philosophy We are 
dedicated toa process of constant technology in- 
novation, and marketing plays a vital role in this 
process 

Sony's advertising uses a combination of TV 
advertising, national press, consumer, trade and 
specialist magazines. For example, with the 
launch of the MiniDisc, editorial features, plus 
single and double page spreads appeared 


newspapers, youth and lifestyle magazines, as 
well as music press. This promotional activity 
‘worked in conjunction with upbeat, youthful TV 
commercial, shot in New York and was shown 
on the Music TV channels The TV advertisement 
for Sony's wide-screen television featured a man 
skydiving in his armchair. The stuntman in the 
starring role later said that this was the most dif- 
ficult stunt he had ever done. 

However, Sony doesn't just rely on brilliantly, 
‘executed advertising campaigns to secure pub- 
lic attention. 

Back in the 1980s, slick PR strategy ensured 
the Walkman was launched in a blaze of public- 
tty. Sony was canny in its pre-launch marketing, 
encouraging famous Japanese singers and young 
Sony employees to sport Walkmans while out 
and about, exciting both media attention and 
curious glances from the general public. By the 
time the Walkman was officially rolled-out, Ja- 
pan was in a state of high excitement. Within 
throe months, the entire stock of 30,000 units had 
been sold. Production couldn't match demand, 
The Walkman had arrived. 

Ina world where tech 
nology is moving for- 
ward quickly, Sony 
puts ts full marketing, 
muscle behind ex 

plaining the benefits 
and the range of prod: 

ucts available to the 
public today. And con- 
tines to search for 
ways of doing things 
that others don't 


BRAND VALUES 


Sony signifies innovation, sate of the art tech- 
nology. superior quality and durability. It pur 
sues a policy of continuous improvement known 
in Japanese as “kaizen 

erable investment in research and development 


reflected in its consid 


‘Sony continues to strengthen its leading position 
in the markets in which it operates through 
strengthening its product 

for the future 


ze and dev 


Things you didn’t know 


about SONY 


O) im 196, Wathanan was ince in the On- 
-kond English Dictionary. 


© Pefore the Walkman became a world wide 
brand name, it wras inreduced under a va- 


THE MARKET 


Medical care is a part of life. Each individual 
is continually subjected to stress, exposed to dis- 
eases, and may be prone to accidents. He also 
grows old. Because of these, preparing and plan- 
ning for medical care is vital 

St. Luke's Medical Center aspires to achieve 
an integral approach to healing, one that looks 
after a patient's total well being. This dictates 
attending to a person's mental, emotional and 
‘psychological needs aside from just the physical. 
By continually undertaking new projects that in- 
clude more methods of healing, St. Luke's con- 
stantly breaks new ground for medicine and to- 
tal patient care. 


ACHIEVEMENTS 


‘The Rt Rev. Benito C Cabanban was the first 
Filipino Episcopal Bishop. As Corporation Sole 
of the Missionary District of the Philippine Is- 
lands of the Protestant Episcopal Church in the 
United States of America, he was responsible for 
the governance and administration of the hospi- 
tal. American lawyer William H. Quasha was the 
‘Chancellor of the Church. 

In August of 1975, when St. Luke's was on 
the brink of bankruptcy Bishop Cabanban imple- 
mented the crucial decision of spinning off the 
hospital into an independent, non-stock, non- 
profit charitable corporation governed by an all- 


volunteer Board of Trustees. Elected as President 
and Chairman of the Board, Mr. Quasha em- 
barked on the institution of reforms in the man- 
agement of the hospital. This paved the way for 


St. Luke's Medical Center to 
become one of Asia's most 
progressive and technologi- 
cally-advanced medical in- 

Today, St. Luke's Medical 
Center isa testimony to these 
visionaries’ unwavering 
faith in God and in the insti 
tution 


HISTORY 


St Luke's Medical Center 
was established in 1903 as a 

dispensary by the Episcopo- 

lian Missions. Originally lo- 

cated in Calle Magdalena, 

Manila, “San Lucas” was a 

‘consistent Model Hospital 

‘Awardee and ultimately a Hall of Famer in the 
pre-war years 

World War II notwithstanding, St Luke's con- 
tinued in its ministry of healing with its Filipino 
and American staff intact, its building spared 
from the ravages of Liberation. Its number of 
patients steadily increased. and the eed for a 
larger space was considered 

Th August 1959, St. Luke’s moved to its cur 
rent site in Cathedral Heights, Quezon City. The 
succeeding years saw the hospital continue ad 
vancing in terms of medical expertise and tech- 
nology. 

By 1971, however, St. Luke's began to face fi- 
nancial difficulties. By 1974. liquidity problems 
were hampenng performance 
and bringing all phases of the 
hospital's operational system 
toa virtual standstill. Bishop 
Benito C Cabanban, the head 
of the Philippine Episcopal 
Church, mulled over the pos- 
sibility of overhauling the 
hospital sentie management 
system. Finally, in 1975, 

Bishop Cabanban disbanded 

the hospital's board of gover 

nars and created a new, all- 
volunteer Board of Trustees to 

manage St Luke's. After in- 

corporating it as a non-stock, 

‘non-profit, charitable insti: 

tion, he enlisted the help of 

prominent American lawyer William H- Quasha- 
Mr Quasha was subsequently elected President 
and Chairman of the Board of Trustees 

The Chancellor of the Philippine Episcopal 
‘Church, Quasha was reluctant, as he was inex- 

His appoint- 


perience in running a hospital. 
ment, however, proved to be the turning point 
for the aged and terminally il 72-year old insti- 


St. Luke’s 


tution. Mr. Quasha and his team of dedicated 
individuals immediately went to work to restore 
‘the glory that was once St. Luke's, A new orga- 
nizational and operational concept was adopted. 
‘Various schemes to source funds were marshalod 
to acquire revenive generating equipment. 
Quasha, a clever tactician and scientific sales- 
man, left no stone untumed, talking even to sup- 
pliers of equipment and medical supplies. Hence, 
St. Luke's, largely due to Quashsa’s persuasive 
powers, saved money through donations from 
the suppliers and gained access to technology 
from the subsidized training (in seminars mostly 
held abroad) of ts doctors, radiologists and tech- 
nicians by distributors of state-of-the-art equ 


‘ment. This was only the beginning. Additional 
rooms were constructed, technologically ad- 
vanced equipment were acquired, and centers of 
medical excellence were established. The rest is 
history. 

In 1984, St Luke’s Hospital was renamed St 
Luke's Medical Center. In 1991, it was recognized 
by the World Executive Digest and the Asian In- 


stitute of Management in their First Annual Man- 
agement Awards to Asia's outstanding compa- 
Ties as the best Philippine company in Financial 
Management. 

The once ailing and nearly bankrupt hospital 
is the country’s most technologically advanced 
medical center and one of Asia's most progres- 
sive, The miracle of transformation would not 
have been possible without Bishop Cabanban and 
Atty. William Quasha, two great visionaries 
‘whose faith in God and the Institution pulled 
them through to make St. Luke's the medical in- 
stitution that it is 


Today, under the combined leadership of Mr 


Robert F. Kuan as Chalrman of the board of trust- 
‘ees and Mr. Jose FG. Ledesma as President and 
Chief Executive Otficer, the medical center has 
further risen to achieve its vision of becoming the 
premier healthcare destination this part of the 
world. Under their guidance the medical center 
has continued introducing breakthroughs in the 
country - whether it be professional expertise, 
machines, technology, facilities or services 


THE PRODUCT 


(Over and beyond St. Luke's pursuit to attract 
and train the best medical specialists and to ac- 
quire the latest innovations in medical technol 
fy. it also aspires to achieve a holistic approach 
to healing one that looks after a patients total 
well being. This dictates attending to a person's 
‘mental, emotional and psychological needs aside 
from just the physical. By undertaking new 
Projects to imbibe more holistic methods of heal- 
ing, St. Luke's continues to break new grounds 
in medicine and total patient care 


RECENT DEVELOPMENTS 


* The country’s first filmless digital cathlab sys- 
tem - with the recent acquisition of the Philips 
Integris H5000 angiographic system, images of 


superior clarity are produced to ac- 
curately pinpoint blockages and 
other defects in blood vessels 

+ An alternative to open brain sur 
gery: The X-Knife Stereotactic Ra- 
diosurgery system introduces a non- 
invasive method of treating brain tu- 
* Detecting Osteoporosis early 
The DEXA Bone Densitometry, a 
non-invasive, and accurate system 
for the rapid measurement of bone 
mineral density, detects Osteoporo- 
sis early, 


* Magnetic Energy in Diagnosis 


The Magnetic Resonance Imaging 
System uses the power of a magnet, 
radio frequency waves, and a com- 
Puter to diagnose diseases of the 
central and musculoskeletal system 
and other parts of the body. 
+ The country’s first CT Twin: the 
CT Twin is the only twin-beam CT 
Scanner in the country that helps 
diologists conduct faster, higher 
quality resolution scans of patients 
without sacrificing the quality of 
image produced 
* A fully equipped hearing and 
balance disorders laboratory that 
also includes the Computerized Dy 
namic Pesturography System. 
* The only Endoscopic Ultrasound system 
+ AComprchensive Epilepsy Program unlizing 
4 state-of-the-art Epilepsy Monitoring Unit that 
gives accurate diagnosis of seizure types 
* The most Comprehensive Diagnostic and 
‘Therapeutic Cancer facilities in the Philippines 
* The most comprehensive Neurological Facili- 
ties 
* ‘The most comprehensive Cardiovascular Fa- 
cilities 
* A fully computerized Sleep Disorders Labo- 
* Dengue vaccine research by the Research 
1nd Biotechnology Division 
State-of theart Medical Research Laborato- 


PROMOTION 


St. Luke's Medical Center requires little pub- 
Hcy. After 96 years of selfless service to the 
Filipino and the foreign public alike. it has es- 
tablished a well-earned reputation for healthcare 
excellence. But because it is essential to let 
public know 
what medical break: 
throughs and inno: 
vations are available 
in the country, St. 
Luke's takes on an 
active information 
dissemination cam- 
paign. Various 
newsletters, bro- 
chures and product 
launches are uti- 
lized to make the 
public aware of the 
quality healthcare 
available in the hos- 
pital and that going, 
overseas for treat: 
ment is no longer 


e 


BRAND VALUE 


Mention the name St. Luke’ almost anywhere 
in the Philippines and the first thing that enters 
the listener's mind is technologically advanced 
healthcare. St. Luke's is also known for its medi 


cal expertise, commitment to education and re- 
search, and its dedication to patient care, 
St. Luke's had earned the trust and confidence 
‘of millions of Filipinos who rely on the hospital 
r All their healthcare needs. 


Things you didn’t know 
about ST. LUKES 


(O Mikoy owns St Luke's Medical Center, It 


end o the year. Every peso amed revenis 
‘back othe hospital and is invested to pro- 
‘ide the best facies and Yo recut and at- 
tt the Bevan and eatesperience 
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Since 1881 
LA FLOR DE LA ISABELA 


100% Hand-made Philippine cigars 


THE MARKET 


The continuing campaign against smoking 
has actually been of benefit to the cigar industry 
Although many thousands of people throughout 
the world have given up the practice of smoking 
cigarettes they will still enjoy a cigar, especially 
on social occasions. They will enjoy the exper 

ence as they are very much aware that cigars are 
100 percent natural tobacco, hand-rolled in the 
traditional manner and that possibly harmful 


chemicals have not been used in their making. 

Inthe Philippines, where cigars are relatively 
inexpensive, there is a growing demand, espe- 
ally from the younger professionals who are not 
influenced by old perceptions. Cigar smoking is 
becoming trendy 

‘A great part of the market, however, isthe 
‘export market, whes Flor de la 
Isabela have gained international recognition for 
quality. Few visitors to the Philippines do not ne- 
turn home without a box of cigars, amazed both 


ATA Se 


by price. but more importantly, quality 
ACHIEVEMENTS 


Itis almost impossible for La Flor dea Isabela 
to improve on its product. The same natural prod- 
ucts, tobacco leaves, have been blended, lovingly 
hand-rolled and aged in the same manner for 
over 100 years, 

The achievements of La Flor de la Isabela has 
been in international marketing. No longer are 
the Philippine cigars considered the poor cousin 
‘of some other countries products, but considered 
among if not the best, of any 

To achieve this, La Flor de Ia Isabela, it has 
not onl received high praise in such international 
Journals as Smoke, Cigar and European Cigar 
Journal, but also by setting up luxurious 
Tabacalera Cigar Divans in many of the world's 
first class hotels. Here influential clients can sit 
in the elegance of a traditional smoking room, 
relax and enjoy one of the company’s superb ci 
pn 


HISTORY 


Two hundred years ago, the Spanish galleon 
‘San Clemente” arrived in Manila to complete 
its journey from Acapulco in Mexico. The items 
fon its manifest were many and varied. usually 
ordered months in advance by the resident 
ish. One small item, though, was 200 ounces of 
Cuban tobacco seeds, which ended up in the 
hands of Spanish missionaries These were trans- 
ported to the Cagayan Valley, Isabela, a fertile 
region named after the Queen Isabela, well north 
of Manila. The tobacco industry had been estab- 
lished 
From these early beginnings, and with 
that was not only fertile, but a climate that was 
similar to that of Cuba, tobacco growing four- 
ished. Skills of cigar making were imported from 
Spain and, just fifty years later, the Governor 
General of the Philippines was able to send two 
lange hardwood chests as a gift to the Viceroy of 
New Spain. The chests were filled to the brim 
with the finest hand-rolled cigars from the Isabela 
plantation. The Viceroy summarily pronounced 
them to be of exquisite quality and fit for Span- 
ish royalty. Through just word of mouth, sud- 
<enly, Philippine cigars were in demand through- 
out Europe 
The tobacco industry spread, and many small 
operators had, over the years entered the field. 
However, this fragmentation was inhibiting 
growth, so, in 1881, under a government decree, 
all of the companies were brought together to 
form “Compania General de la Tabacos de 
Filipinas.” This was later to change its name to 
La Flor de la Isabela, 
“The Flower of Isabela, 


which, translated, means 
in honor of the province 


in which the tobacco industry was founded. The 
resulting company now had the capacity to meet 
the demand not only of the local market, but to 
develop and internationally market quality ci- 
gars. 

From theircombined strengths and expertise, 
the first and largest cigar factory in Asia com- 
menced operations. But even more momentous 
was the fact that through this marriage of Philip- 
pine cigar experts, a new excellence in oigar-mak- 
ing was born, 

‘Today, La Flor de la Isabela holds the distinc- 
tion of not only being the first and oldest cigar 
factory in Asia but also among the oldest cigar 
companies in the world 


PRODUCT 


‘The product is proudly quality cigars. How: 
ever cigars can differ dramatically in taste and 
odor depending upon the blending of varying 
types of tobacco leaf, To cater for the varying 
tastes of the client, La Flor de a Isabela manufac: 
tures a number of diferent brands, and within 
cach of those brands, varying sizes, such as half 
corona, corona, robusta, ete 

These brands include such now famous 
names as Tabacalera, Don Juan Urquijo, 1881, 
Alhambra and Calixto Lopez, all now considered 
to now be among the world’s finest premium ci- 
pn 

To achieve the distinctive and consistent Ma- 
vor of each brand requires great skill. Up to four 
diffrent types of leaves have to be selected and 
correctly proportioned to make up the coe of the 
cigar. The wrappers have to be of a certain type 
‘of leaf and of top quality. Once this has been car- 
ried out, the skill of the female tocedores, who- 
have spent many years in leaming the art of ci- 
gar-making, have then to hand-roil, trim, shape 
And finish the cigar itself 

Then, to ensure that the varying flavors and 
odors of the selected leaves meld together, the 
cigars are placed in a huridity-controled room 
to age. This eliminates excess moisture and the 
brands acquire their distinctive favor 

Hand packaged into wooden boxes and la- 
belled, the cigars are only then ready to be deliv- 
emd to their waiting customers 107s handmade 
as they have been for over 100 years 


RECENT DEVELOPMENTS 


The value of the products of La Flor de Isabela 


isn the fact that the company has rejected tech- 
nology in lavor of tradition The quality of their 
products is ensured by the very fact that every- 
thing in the manufacturing process scarred out 
by hand and therefore subject to constant qual- 
ity contol Recent developments have been made 
in marketing. not production. 

In the Philippines. an ongoing campaign is 
to create awareness ot the company and is prot- 
‘eta This has been achieved by taking the agar- 
making process to the public. Demonstrations 
have been given in shopping malls, hotel foyers. 
clubs and selected restaurants Not only has this 
Biven the products exposure but it has also given 
the Filipinos some national pride in the tact that 
they were not aware such sills were theirs 

The introduction of personalised cigar bands 
and carved humidors has been a welcome inno 
vation, especially with overseas visitors. A box 
‘of cigars, with the name ofthe recipient carved. 
upon the lid and each cigar carrying a band with 

his name has created a 
unique git. 


PROMOTION 


As the target market for 


cigars in the Philippines 
is predominantly AB, a 


zines, especially those 

dealing with “good living, 

and ~ style ~ are 
favoured, as are those 
that are read by overseas 
visitors Having now in- 
troduced the products 
into Philippines Duty 
Free, shops have been in- 
stalled within airports 

I The campaign of cigar 

A awareness by giving 


demonstrations of cigar-making in selected areas 
has been very successful 

‘Overseas, the specialist magazines are widely 
utilized for advertising and the campaign has 
‘been greatly assisted by the trend of the rich and 
famous to retum to enjoying cigars. Such famous 
names as Sylvester Stallone, Arnold 
‘Schwarsenneger, Pierce Brosnon and Demi 
Moore have all been featured and endorsed the 
pleasures of cigar smoking 


BRAND VALUE 


‘The company realizes the importance of the 
brands it carries. The most well known is the 
Tabacalera brand. So great is the recognition of 
this particular brand in the Philippines that it is 
quoted as the manufacturer rather than the brand 

‘Overseas, the Don Juan Urquijo has gained 
[prominent brand recognition asa supreme, qual- 
ity cigar 

The brand recognition is backed up by the 
unique packaging of wooden boxes. 


Things you didn’t know 
about TABACALERA 
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THE MARKET 


With the growth of population exceeding that 
ofthe economy, UNICEF, perhaps regrettably, has 
an ever expanding market of children in desper 


ate need of their assistance. With sis 


ten children being born to parents either on o 
e poverty line, the need for UNICEF's 
services increase yearly 


below t 


This ever expanding market means that more 
sources must be found 


ight malnuteition dis- 
n and 
rdance with the mar 


js, provide adequate educati 


buve, all in ace 


United Nations C 


on on the Rights of the 


Child that was adopted in 1989 and to which the 


Philippines ia signatory 


ACHIEVEMENTS 


UNICEF has been a partner with the Philip 
pine government in improving the health and 
Welfare of children since 1948. 


Many tasks have been undertaken over 


years of involvement to the benefit of not 


the children, but to the Philippine community as 
UNICEF is well known for its medical mis- 


against preventable diseases such as polio, tuber- 
‘tc, Th 


tuksis, measles whooping co ough 


e Phil 


ren are hungry. 
but the little food that they do get usually 


required for both mental and physical develop 
mava. To overcome this problem, UNICEF has 


provided, and m 


act has an ongoing program. 


sining local health workers in order that they 


with their area of op 


Major moves have been made in sanitation 


Many diseases and dea aused by then 


availability of clean drinking water. UNICEF has, 
er the year, installed, or assisted in instal 
hundreds of local wells 
The health of the mother isan important ta 


tor in the health ofthe chid, thus UNICEF has 


cct of gender bias. otten suffering more 


jon, early pregnancies, sexual abuse 
transmitted diseases and exploitation 
UNICEF contributes to the development of these 


through ads ocacy, development of equal oppor 


NICER, 

t NGO'S 
focus on advocacy and the social mobilisation 

rotection for the child 

to 

NICEF works with 


tunities and promotion of women’s og 


For children abused or exploited, 


working with the goverment and otl 


These children 


naturally include those re on the streets 


In this area U otk of 


over WO governme 1d NGO's across 
25 urban cities and 7 urban municipalities across 
the Philippines 


In the many natural disasters tha 
Philippines, UNICEF has been among the 
ovding ese 


al medical supplies, tents 


and temporary shelter and supplies to build wa- 
Unt 
interational cone: 


F has the ability to use its 
sring in meede: 
plies from mams sources throughout the world. 


The major achieverne 


though, has been the 
ability 
distrib 


Inpartership wi 


UNICEF to not be just an agency that 
ites donations. but eather 


ne that works 

NCOs 

ing programs of assistance that are not 
wth oriented. 


only self-sustaining, 


HISTORY 


Even betone any formal agreements had been 

centered into, with the world still reeling from the 

effects of the p 1d War, in 

947, UNICEF was delivering powdered milk to 

the Philippines to alleviate child mainuteition, 
tn 1948, UNICEF and the Philippine gover: 

ment signed an agreement to become long-time 

Filipino children. 


alonged Second Wi 


partners in caring f 
For the first dec 
tion was on health care 


de vf operation. concentra- 

A major push was to 
eliminate both tuberculosis and leprosy. New and 
cheaper drugs were being made available and by 
{raining community health workers from all over 
the Phi 


pines, UNICEF was able to ensure that 


a great percentage of children were able to be 


‘only these two debil 


immunised against n 
ing diseases. but many other preventable ill 
1n 1940, the United Nations declared that the 
ade of De 
velopment.” It was meant to develop and assist 
in the “whole child, 
medical treatment. In the Philippines, UNICEF 
branched into educat 


hcoming years would be the “De 


which went far beyond just 


ence teachers. In 1966, UNICEF began the envi 


mental sanitation p 


ogram where, with its 
assistance, the government installed water 
mps in rural aneas and trained sanitary inspec 


tors. Anational food and nutri 


jon program was 
also launched 


These programs intensified in the 1970's. The 


nutrition program expanded to include a nation- 
wide weighing campaign for pre-schoolers. The 
training of nutrition health scholars in every vil- 
lage was undertaken who in turn became com- 
munity educators, The vaccination program was 
anded to include many more diseases and 
assistance was given in providing the govern- 
ment with equipment that enabled them to pro- 
duce some of the necessary vaccines. 
Meanwhile, textbooks, teaching aids and 
teacher training was being provided in order to 
improve both the quality and the spread of edu- 
cation in the country. The Year of the Child in 
1979, brought awareness to the world on the work 
‘of UNICEF and with it an increase in donations 
While many areas enjoyed increased prosper- 
ity in the 1980s, still millions of children were 
dying of disease and malnutrition. In 1982, 
UNICEF launched Child Survival Development 
Revolution. It was a war fought with relatively 
cheap weapons: regular weighing of children, 
oral rehydration for diarrhoea sufferers, 
breastfeeding, and immunisation and were re- 
warded when they achieved 80% success. Area 
based programming meant that resident health 
workers could more easily identify with local 
needs and the problems of children within their 


Throughout the 1980's, UNICEF campaigned 
vigorously for governments to grant more re- 
sources to the care, nutrition and education of 
children. This clamour was rewarded when, in 
1989, the United Nations General Assembly 
adopted the Convention of the Rights of the 
(Child, after 20 nations had ratified it. This le- 
gally binding document that sets down the nghts 
ff children throughout the world, was signed by 
the Philippines in 1990. Also in that year, a world 
Summit for Children was held in New York, USA. 
Specific promises were made by participants to 
achieve specific targets in child health, nutrition, 
‘water and sanitation, education and protection 
‘Today, UNICEF can proudly claim to be a 
partner with the Philippine government is at- 
tempting to fulfil these promises. 


THE PRODUCT 


The product UNICEF would like to have isa 
nation full of healthy, educated and lively chil- 
dren living in a just and ordered society, having 
adequate nourishment and decent accommoda- 
tion. This, unfortunately is still inthe future. 

The product that UNICEF does have, how- 
ever, is management skills in the field of child 
welfare. It uses these skills to raise the necessary 
funds from their National Committees that have 
vet up in many industrialised countries, from 
corporate and private donors and from philan- 
thropic organisations such as International Ro- 
tary. 

‘These donations are channelled into the train 
ing of local social, health or educational workers 
and the provision of the necessary goods and 
equipment for the alloted tasks. These tasks are 
determined by working closely with government 
departments or agencies and often with NGO's 
‘that are closely related with the problems. 

UNICEF is not just a donor, but an active part- 
ner in all tasks undertaken. 


RECENT ACHIEVEMENTS 


The most recent achievement i the adoption 
ofthe Philippines Fifth Country Programme for 
Children: 1999-200. ts gol is to make the Con- 
vention on the Rights of the Child reality for 
Filipino children 


‘The objectives are to: 


+ generate wide awareness, understanding and 
action on children's rights. 

+ reduce infant mortality rate, under five 
mortality rate, and maternal mortality rate 

© reduce protein/enengy malnutrition and mi 
cronutrient malnutrition among childen 
and pregnant women 

1+ eradicate polio and control measles 

“+ increase elementary school partpation rate, 
cohort survival rate and achievement rate. 

+ increase psychosocial development and 
schoo! preparedness of children 

+ enforce laws, and provide immediate protec 
tion, rescue and of rehabilitation children in 
feed of special protection. 

+ empower families for informed behaviour 
choices, 

‘mainstream the political agenda for children 
into Local Development Plans for Children. 

+ develop and adopt models and systems to 
respond to children’s need. 

+ develop a coordination, monitoring and 


‘evaluation system, and a database on 
programme assessment, goals monitoring 
and child-triendly monitoring. 


PROMOTION 


UNICEF uses both television and the print 
media for promoting awareness of its campaigns. 

Many international entertainment stars have 
‘given both their time and names to the activities 
‘of UNICEF when the accept the role of unpaid 
Ambassador of Goodwill for UNICEF. High pro- 
file people such as the late Audrey Hepburn, 
Roger Moore, Peter Ustinov and many others 
‘obviously obtain a lot of publicity in their fund- 
raising appearances. 

The newest Ambassador in the Philippines 
is local-entertainer and celebrity Gary 
Valenciano, better known as Gary V. who will 
support UNICEF advocacy and fund-raising 
work in the Philippines by hosting local events, 
giving interviews, participate in public events 
land conferences. 

‘Allover the world though, at Christinas mil- 
ions will purchase and send the famous UNICEF 
Christmas cards. This not only raises much 
needed funds, but at the same time promotes 
UNICEF and its valuable work right into the 
home 


BRAND VALUE 


With the world famous symbol of the United 
[Nations plus the letters unicef on the side of any 
‘vehicle, people immediately know that help is 
at hand. The sign promotes an inner glow, espe- 
ally for those in need. UNICEF spells hope for 
their children, which in turn, means hope for 
‘them too. UNICEF means that there is hope of 
‘breaking the poverty and disease cycle that many 
have experienced for generations. The value of 
‘the UNICEF brand is incalculable, not so much 
in money, but in what it means to millions of chil- 
dren. To a great number of them, it is life itself. 


Things you didn't know 
about UNICEF 


1 


THE MARKET 


Visa is the leading financial services brand in 
the world, according to Interbrand. At the end of 
1997, more than 640 million Visa cards had been 
issued world-wide. The market for general pur- 
pose cards, which includes Amex, JCB, 
Mastercard and Diner's Club totalled USS 20t 
lion in 1997, with 1.2 billion cards in circulation 
Visa cards are the most widely held and the most 
widely used cards around the globe the closest 
thing to a universal currency. 

Visa's declared aim is to replace traditional 
cash and checks as preferred forms of payment. 
In fact, in the year ending December 1997. Visa 
International worldwide sales totalled a stagger- 
ng USS 1.2 trillion. 


ACHIEVEMENTS 


Over the last 20 years, consumer preference 
for Visa has begun to change payment habits. As 
‘payment method, the Visa brand reassures con- 
suumers that they have a payment facility that en- 
ables them to purchase anything from everyday 
groceries to TV sets or an annual holiday, 

Visa's global computer and telecommunica- 


than 18 billion transactions in the year ending 
December, 1997 - and at a peak processed 2400 
transactions a second 


HISTORY 


Visa traces its history back to 1988 when the 


Bank of America started its BankAmericard pro- 
‘gram. In the mid-1960s, the Bank of America be- 
gan to license banks in the US to issue its Biue 
white and Gold BankAmericard 
11970, the US banks issuing BankAmericard 
formed a new membership corporation National 
BankAmericard Inc. which they owned, to ad: 
‘minister the program in the US. 
1n 1974, an international company, IBANCO 
Led. was formed by Bank of America’s intema- 
tional licensees to administer the program out- 
side of the US. The Blue, White and Gold system 
took ona single international identity in 1977 and 
adopted the name "Visa." It was the first com- 
mon identity for mult-bank 
recognition, acceptance and 
interchange of value. 
TBANCO Ltd. Became Visa 
International Inc. and Na- 
tional BankAmericard Inc 
became Visa USA. Inc 
Visa International is a 
‘membership organization of 
21,000 financial institutions 
‘world-wide, providing the 
products and systems which 
make up one of the world's 
leading brands. Visa 
International's declared aim 
isto help its members finan- 
cial institutions enhance 
their competitive strengths 
by being the overwhelm- 
ingly preferred payment 
brand: by otfering a broad 
range of product functions; 
by providing the best global 
system of information inter- 
change in the world and by 
positioning Visa to be a ma- 
jor player in setting the stan- 
dards and rules in a transi- 
tional environment - for ex- 
ample, as the European 
single currency is intro- 
duced. 
Visa International's glo- 
bal strategy is determined 
by its international board 


Europe; Middle East and Africa; The European 
‘Union; Latin America and the US. 

Financial institutions such as banks and sav- 
ings banks, are eligible for Visa membership if 
they are organized under banking laws recog- 
nized by their national central bank as offering 
‘accounts from which any or all of the money can 
bbe withdrawn on demand. Member institutions 
‘can issue Visa cards to their customers, making 
their own decisions about pricing and market: 
ing and signing up and providing services to 
merchants (e.g, Retailers, hotels) to accept Visa 
cards. 


THE PRODUCT 


Visa cards are accepted at over 15 million lo- 
‘cations world-wide. More than 178,300 ATM dis- 
pensers in Europe accept Visa and over 40,000 
world-wide. 


tions network VisaNet, is the world’s leading con- 
sumer payment processing system. VisaNet pro- 
vides electronic authorization and transmits 
clearing and settlement date for member finan- 
ial institutions around the world. Ithandles more 


whose members are drawn 
from six autonomous re- 
gional boards. The six re- 
gions are Asia Pacific; 
‘Canada; Central and Eastern 
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RECENT DEVELOPMENTS 


In 1995, Visa International formed two new 
regions, Visa EU - a European Union region cov 
ering existing EU members, the European Free 
Trade Area, Turkey, Cyprus, Israel and Malta 
land Africa region. Visa EU gives members in 
these well-established markets the group strength 
to play a major role in building the European pay: 
ments system. In 1977, the number of Visa EU 
cardholders increased by 15% to 117.9 million. 

Visa Cash, Visa's chip card alternative to small 
change, was first used publicly in 1995. The prod- 
uct has been widely tested around the world, both 
as an addition to existing Visa cards, and as a 
stand alone card, Cardholders can replenish the 
value on their cards by transferring money either 
from their bank account or credit card at special 
machines in shopping centers car parks and bank 
branches. There are now more than eight million 
Visa Cash cards in use in over 20 countries around 
the world, 

Visa is leading the way in facilitating chip card 
payments on the Internet and in introducing se- 
curity protocols to make the Internet safe for pay- 
ment cards 


PROMOTION 


Visa supports its brand through a range of 
advertising sponsorship and promotional activi- 
ties of which the most prestigious is its associa- 
tion with the Olympic Games. The Olympics is 
the worlds biggest and best known sporting event 
which regularly attracts a cumulative global TV 


audience of more than 20 billion with 
a broader demographic appeal than 
any other sporting event. The Olym- 
pic Games provide Visa with a pow- 
ertul marketing platform on which a 
broad range of activities are built, in 
duding advertising and promotions 
run globally, regionally and nation- 
ally 
Visa is just one of 11 world-wide 
‘companies to partcipatein the Olym- 
pic Games Partner Program, along- 
Side Coca-Cola, IBM, Kodak, 
Panasonic and McDonald's. These 
companies know that consumer's 
trust organizations that sponsor the 
‘Olympics and equate this sponsor- 
ship with industry leadership and ex- 
cellence 
For Visa, the Olympics deliver not 
only strong image benefits but also 
significant financial rewards in terms 
of increased Visa card transaction vol- 
ume. The association also provides a 
showcase for Visa's products and ser- 
vis 
One of the most recognized and 
‘emotive symbols in the world, the 
Olympic Rings. provides the greatest 
brand enhancement opportunity as- 
sociated with any sporting or cultural 
event. Through Visa's sponsorship, 
Visa Members can directly harness 
this power as well as the prestige and 
goodwill associated with the games 
to enhance their own brand image 
through local marketing campaigns 
Members are able to create their own 
unique Olympic Visa card, for ex 
ample 
Visa's past Olympic partnership has in 
cluded three Olympic Summer Games, (Seoul 
Barcelona and Atlanta.) and four Olympics Win- 
ter Games (Calgary. Abertville Lillehammer and 
Nagano) Since 1986, Visa Members have issued 
more than 15 million Olympicthemed Visa cards 
world-wide. Visa and its members have made sig- 
rifcant financial contsibutiens to Olympic hope- 
fuls as well as providing nearly US$ 20 million to 
Olympic teams world-wide. These donations 
help athletes receive better training opportuni 
ties and facilities 
The Atlanta Olympic Games in 1996 gener- 
ated positive results for many Members. In Feb- 
ruary 1998, Visa was once again at the Olympics 
in Nagano, Japan. Visa and its members devel 
oped # range of Olympic-themed promotions, 
competitions and incentive programs to drive 
speci business objectives 
Visa will also be in Sydney for the Millennium, 
Games on September 2000. The event is already 
on track for attracting intense media coverage as 
‘well as considerable interest from an enthusias- 
tic world-wide public, enticed by the dual appeal 
lf the historic games and a popular destination, 
In 1996, Visa launched a new international 
advertising campaign in 11 countnes in Europe. 
The executional ides shows the “Visa Family” 
using their Visa card in everyday situations us 
ing scenarios based on family life It therefore 
encourages consumers to think about using Visa 
whenever they are making payment. feel that 
with Visa they are in contro: and extend the habit 
and use Visa as an automatic choice 
It is a promotional vehicle that has proved 
popular amongst consumers, and has delivered 


in terms of increasing consumer awareness and 


iso been able fo prove that inte- 
grated brand communications are actually driv 
ing usage of Visa cards in the Philippines. 


BRAND VALUES 


Visa is the leading financial services brand in 
the world - a brand that stands not just for the 
quality of its product but the levels of service ex- 
pperienced by its customers. Visa has the highest 
awareness and consumer preference of any ma 
Jor payment brand both globally and with the 
Philipines, according to research commissioned 
by Visa. 


Things you didn't know 


about VISA 


(O) Visa i the very first payment card to tera 
$051 trillon barrier for card transactions. 


C over arcs ane made on Vis cards 
per scond world-wide. 


O On average. over U95300 milion is spent 
ong Viss every day ol the yest 


O H al ot the Visa carde caret ia ciela- 
Bae irme neet and butted grihet they 
would cover an anes of over 240 Hectares. 
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THE MARKET 


‘The Philippine passage shipping industry 
surged into an unprecedented growth through- 
‘out 1999, This recent trend has shown that many 
passengers, including business travellers, now 
prefer to travel by sea. 

The slowing down of operations by local Air- 
line carriers caused by the Asian economic crisis, 
also contributed to the rise of passenger volume. 
But the unique safety and quality of service that 
have set the company apart from other sea ves 
sels may have been the major factor that contin- 
ues to attract more inter-island travelers and even 
persuade non-WG&A SuperFerry patrons to 
eventually forge brand loyalty for the company. 

Equally noteworthy is that market growth can 
also be attributed to WG&A SuperFerry’s special 
travel packages whose promise of added value 
never fails to appeal to the riding public. Seek- 
ing to get the most and possibly more of what 
they pay for, inter-island sea travelers are often 
driven by hard times to be on the constant look- 
out for special travel privileges 


ACHIEVEMENTS 


WG&ea Superterry’s record of setting high 
passenger safety standards at sea has won the 
company prestigious awards and special recog: 
nition from the international maritime commu- 
niy 

With WGEA's world safety measures, WGA 
SuperFerry is the first passenger vessel in the 


WG&A 


country to comply with the Standard Training 
Certification & Watchkeeping (STCW) Conven- 
tion of 1995, which mandates all passenger ves- 
sels 1o undergo training in crowd and crisis man- 
agement and human behavior for personne! serv- 
ing onboard. lts ISM seal of approval for world- 
cass ship management standards. awarded by 
ABS Pacific, a leading international certifying or- 
ganization, aiso makes it the first local shipping 
company to enjoy such a distinction. 

The ISM requirements met by WGEA include 
safety management system, environmental pro- 
tection, emergency preparedness, reports and 
analysis of hazardous occurrences, maintenance 
of ship requirements, qualified and properly 
trained crew, and development of plans for ship- 
board operations 

‘Such elevation of WG&A's Superfery feet 
to world-class levels is the result of a strategic 
partnership with Jebsen, a Norwegian company 
‘engaged in the shipping business for many years 

Holding the record for the most number of 
ports of call scattered in key points across the 
‘country, WG&A also boasts of owning the larg 
‘St Meet and a total gross tonnage of 159,908- 
Sefinitve figure for local wea travel. Not to men- 
tion the Philippines biggest network of ground 
terminal and freight operations owned by 
WGRA 

Today, WGEA continues to set unparalleled 
standards in the shipping industry, strongly sup- 
ported by modernization, highly skilled man- 
power and solid financial backing. 


HISTORY 


Back to the 1990s the heavily freight-orented 
Aboitiz Shipping Company embarked on prece- 
ddent-setting moves in passenger service by inau- 
grating its Super Ferry class of passenger ships 

În May 1990, Aboitiz introduced Superferry 
1 (he former Venus, acquired in August 1985), 
serving the ports of Manila, oilo and Cagayan 
de Oro. SuperFerry 2 (formerly Ferry Sumiyoshi) 
was deployed in December 1997 to sail the Ma- 
nila-CebuCagayan de Oro route. SuperFerry 3 
(formerly Hamayu) began serving southern 


Mindanao and Northern Panay in June 1993. 
Then in April 1994, Aboitiz added SuperFerry 5 
(the former Ferry Hakozaki) to its growing num- 
ber of ship acquisitions. Serving the Manila- 
Cebu-Cagayan de Oro route, this vessel sailed on 
its maiden voyage in February 1995. Since then, 
‘SuperFerry has quickly become a byword In sea 
‘travel comfort and luxurious amenities. 

Expanding its scope from mere shipping to 
encompass a whole complex of transport services 
‘over the past decade, Aboitiz has invested in re- 
sources needed for its management system to 
meet world-class standards in safety, comfort and 
‘efficiency. Various subsidiaries were established 
to bolster the company’s transport services and 
its shipping operations have come to involve a 
‘whole group of companies. It was in 1996 when 
Aboitiz merged with William Lines, Inc. and 
Carlos A. Gothong Lines, two of the biggest ship- 
ping firms in Cebu (a giant business center in the 
South) to jointly become WG&A SuperFerry-the 
name that has come to stand today for leader- 
ship in world-class Philippine shipping, 


THE PRODUCT 


WGEA Superferry offers inter-island sea 
travel of the highest standards. SuperFerry's 

ie is reflected in its company call, "The jour- 
ney is the destination.” With unique features and 
amenities that the company offers to make every 
inp a rewarding and memorable experience, each 
SuperFerry vessel has been touted to be a float- 
ing hotel-cum-island getaway in itself. 

‘Adventure and fun at sea aptly defines the 
Superferry promise. Continuously upgrading its 
food, entertainment and safety features onboard 
its SuperFerry fleet, WG&A adopts ultimate 
safety and customer satisfaction as its service cen- 
terplece and business punctuality as its opera- 
tional priority. Value-added amenities, built on 
high levels of personal service, take the mono- 
tone out of an otherwise idling trip. 

As a domestic leader in shipping, WG&kA of- 
fers a wide range of pleasurable treats ranging, 
from hotel-like on-deck swimming pools, fine 
dining, videoke and amusement arcades, live en 


cos and bars, and a host of other features for ab- 
solute family enjoyment. The company’s acqui- 
sition of the latest life-saving equipment and a 
new safety video for passengers on handling 
emergency situations help assure that such perks 
continue to draw patronage for WG&A. 

To ensure punctuality for WG&A’s sailing 
schedules, the company regularly upgrades its 
ground services by providing passengers easy 
access to booking reservations, tickets and ship- 
ping and travel information. To date, more than 
300 outlets distributed across service areas nation 
wide are doing real-time transactions through 
WGkA's NEXUS reservation system allowing, 
various value-added services to passengers in- 
cluding open-dated issuance, prepaid reservation 
and round-trip issuance. 


RECENT DEVELOPMENTS 


Establishing a route network that has enabled 
it to break regional barriers and efficiently move 
people and goods around the country, WG&A 
‘SuperFerry has just added Bacolod and Coron to 
its major ports ofall which include Manila, Cebu, 
Davao, Cagayan de Oro, General Santos and 
Tle t alza ere oihar priocipal routs pach 
as Iligan, Tagbilaran, Dumaguete, Ni 
Surigao, Zamboanga, Ozamis, omon 
Masbate, Dipolog, Ormoc, Palompon, Roxas, 
Dumaguit and Puerto Princesa, 

‘To further improve its general shipping op- 
erations for a better brand of customer service, 
WGEA has recently forged a major realignment 
Within its executive board to form a highly re 
‘sponsive management committee. The new or- 
‘ganization now assumes more defined, clear-cut 
responsibilities to strengthen WGcA's leadership 
in the shipping business and face the wave of 

challenges the new millen- 
nium is poised to bring in. 


PROMOTIONS 


WGEA's advertising has 
long reflected its core val- 
ues of passenger safety and 
unmatched service withthe 
added flair of a memorable 
adventure at sea in all of ts 
‘communication efforts. 

From its earliest sails until 
now, the company has 


proven to be true 
to its calling as an internationally cknow!- 
edged shipping name by taking on the position- 
ing, “The Journey isthe destination” 

‘The upbeat sounds and images provided by 
one of Philippine music’s most enduring singing 
‘celebrities and the central concept of family have 
characterized WOAA's above-the-line and below- 
the-line (BTL) advertising, Megastar Sharon 
Cuneta has become synonymous with most of 
WGieA’s campaigns ranging from television 
‘commercials (TVCs) down to its simplest mar- 
keting iden making the SuperFerry one of the 
most phenomenal Philippine brands. 

‘One of WG&A's early TVC highlighted the 
‘company’s across-the-nation ports of call, por- 
traying. ts major star endorser as a legendary 
superhero flying from one island celebration to 
another as a SuperFerry sailed along. Succeed 
ing TV campaigns centered on WG&A's safety 
land tun features with the family still as their core 
market. These themes have also been translated 
into print and BTLs. 

Meanwhile, the riding public continues to 
avail of SuperFerry'songoing unique travel pach- 
‘ages. Among them are the Sail Away program, 
‘sil tour packages that takes care of passengers 
sea fare food, accommodations and island or city 
day tours all in one affordable package; the 
SuperSorpresyo offers discounted rates to pas- 
sengers who purchase their tickets in advance: 
‘SuperSure provides voluntary accident insurance 
that covers for accidental death and disablement; 
and a partnership with Rewards Plus which lets 
‘SuperFerry passengers who are Rewards Plus 
members to automatically eam points and ex- 
change them for free Rewards 


BRAND VALUES 


W's almost impossible to disassociate the 
WGA brand from its symbol that embodies the 
dynamism of the three distinct forces behind the 
company. And with colors similar to those found 
‘on the Philippine flag, the symbol is consistent 
with WGEA’s image of a “national carrier” be- 
ing the largest shipping company in the Philip- 
pines-promoting growth and development in its 
Various areas of operation and advancing the 
national interest. 


WGkA's brand identity is very well 
applied in its symbolic colors. The color blue in 
the WG&A logo stands not only for safe and 
peaceful voyage but good service as well, espe- 
ally in meeting passengers’ more discerning 
travel requirements 

WGékA's dedication to high standards aboard 
its ships is manifested by the logo's red color, 
epitomizing the tradition of the company in set- 
ting the pace for service and excellence in the 
shipping industry. 

Fun times are symbolized by the color yel- 
low to mean that fun doesn't begin upon arrival 
but during the trip itself because at WGA, the 
Journey is the destination. 


Things you didn’t know 
about WG&A 


